ELECTRICAL 
Wholesaling 


THE INDUSTRY'S SALES & MANAGEMENT MAGAZINE 


A McGRAW-HILL PUBLICATION PRICE 40 CENTS 


DECEMBER -1959 





SIGNALING 
| SALES Credit Manager 
‘ with an Ear 
° IDEA-BOOK se oN CACM CIeel lite 


Special Report — page 59 page 50 














= e' PPLETON 


sic 
LIQUID TIGHT 
JUNCTION BOX 


JIC blank box for 
special installations. 
May be drilled for 
custom installation of 
Uni-Seal hubs or 

STN connectors. 


@ Safety engineered to JIC specifications, this new heavy gauge 
steel junction box gives positive protection from liquids, fumes, 
shavings, dirt and other foreign matter. Box body is of one-piece 
welded construction without holes. May be custom drilled. Special 
gasket seal for cover. Exceptional wiring room ... outside dimen- 
sions: 444” long, 254” wide, 2'4” high. No sharp edges. Extra 
rigidity. Exclusive full width bridge for additional screw support- 
Next time you need a liquid-tight junction box .. . specify 
APPLETON JIC! 
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FIRST REAL CHANGI ..Obsoletes flip-handle circ 
nates excess, trouble-making linkage...Handle position always indicates breaker 
switchboards, control centers, control panels, panelboards, and individual en 
a distance...Uses easy to operate rotary action...Unique locking featur 
breaker design now. Write for Bulletin #1425, Federal Pacific Electric Cc 
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BUTORS 


As another year rolls to 4 close, it's good to 100k back 


over the past months and "take inventory:" 1959 has been 
a good year, and one of its most gratifying aspects has 
been the continuing sense of real partnership between 

our distributors and ourselves: It's this kind of mutual 
trust and respect that generates success, and will continue 


to do so in the years ahead. 


For your contribution, our sincere thanks —— and 


to you and yours—— 


A HAPPY HOLIDAY SBRASON, 
A PROSPEROUS NEW YEAR! 


sincerely, 


Ww. J- Moriarty 
Manager, Distributor Relations 
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No... not quite... but if it were possible 
to ovéfentes profits for the Electrical 
Contractor ond the Electrical Wholesaler . . 
NATIONAL PRICE SERVICE would do it. 


NPS can, however, provide a service that 
will save you time and enable you to find 
the right price... 


quickly ... for a profitable 


estimate or sale. 


NATIONAL PRICE SERVICE is available in 
a single compact binder which has prices and 
illustrations in a simple format, condensed 
and refined from hundreds of catalogs and 
pricing references. And...N PS is always 
up - to - date. Use the coupon below for 
further details. 


 HENDERSON- HAZEL CORP. Dept. 8-912 
1 13601 EUCLID AVENUE + CLEVELAND 12, OHIO 


Gentlemen: 
Pleose send me complete details about 
NATIONAL PRICE SERVICE 
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Credits and Collections 
FROM the entire staff of 
WHOLESALING: 

A very Merry 
Healthy and Happy 


ELECTRICAI 


Christmas and a 
New Year! 

° ° 
Let's spell out a few of EW’s 
presents to be found inside: 

e Credit management—an always 
interesting, though often knotty prob- 
lem—is taken up and detailed in the 
story on ReQua Electrical Supply's 
credit policy, starting on page 50. 

e New house features—shouldn't 
they be as new as the new house? 
Often you find a distributor who has 
transferred old and inefficient oper 
ating methods and ideas into his new 
plant. Peerless Electric Supply Co., 
of Indianapolis took a different tack, 
instituting new operating ideas in its 
new and additional location to pro- 
vide more and better service for its 


customers. See page 52 


e Explosion-proof equipment—an 
interesting group of products that can 
be profitable. How much do you 
know this category? Want to 
find out more? Turn to page 56. 


about 


e Communication 
without it, but 
distributors can’t get 
either. May Electric 
it considers the the time, 
effort money task of 
handling business correspondence. See 
page 58. 


can't get along 
unfortunately many 
along with it, 
Supply has what 
answer to 


and -consuming 


e Signaling—sure you stock and 
sell it, but as profitably as you might? 
of current, fast-moving mar- 
ket developments, manufacturers feel 
that the electrical distributor is in for 
signaling sales—if 
What is the present dis- 
tributor role? How are electrical dis- 
tributors around the nation success- 
fully selling signaling? You'll find the 
answers in “Signaling Idea- 


Book,” page 59. 


Because 


a bigger slice of 


he acts now 


Sales 
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as LONGER BALLAST LIFE eel —a 
§ 


4% Ballast life is cut in half for each 10°C over normal operating & 
temperatures. ADVANCE KOOL KOIL BALLASTS operating OPERATE UPTO 
JA 16.5°C to 19.5°C cooler give 3% to 4 times longer life. _ 20°C COOLER 
— pk: for extra years 7 
} “t(D 20% LESS WATTAGE LOSS of trouble-hrew 
P "Bi , This higher efficiency of ADVANCE KOOL KOIL BALLASTS 
e:,. 0F offers fluorescent lighting users savings in operating costs and 
Y agape ae - manufacturers the opportunity to increase fixture efficiency The Advantaues of 
KOOL RRL come 
The design of ADVANCE KOOL KOIL BALLASTS is the result of 3 years @ gc 
of research, a great stride in solving the heat problems of the lighting 
industry. Advance engineers separated vital components in the ballast GIVE 
case to end costly condenser trouble. They developed new grades of steel 15% MORE 
and wire, incorporated special insulating materials and compounds. The LIGHT OUTPUT 
result, ADVANCE KOOL KOIL FLUORESCENT LAMP BALLASTS that end for higher 
costly maintenance and interruptions in service. Insist on ADVANCE KOOL a 

















KOIL, designed and built to last for the life of your lighting installation 
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LETTERS TO THE EDITOR 


L=J >>" 
[D) [D) First Reactions 
The 20 SECOND ANCHOR* f° eo on such a fine ar- 


ticle as “Selective Distribution” in the 


November issue of your magazine, 
(page 71). 
It is one of the most interesting and 


informative articles I have ever read. 
Would you please send me a re- 

print for my permanent files? 
B. F. THOMAS 

















ROME CABLE CORP. 
DETROIT, MICH. 


Dear Sirs: 

your article on selective dis- 
tribution will be of great value to the 
men in this field (signaling equip- 
ment) 

I would like to request 25 copies to 
be sent to us. . 

E. C. NICHOLSON 

REGIONAL MANAGER 
EASTERN DIV. EDWARDS CO 
NORWALK, CONN. 


Dear Sirs 

. we would appreciate 50 copies 
of “Selective Distribution as Related 
to the Independent Electrical Whole- 
sale Distributor . ‘ 

D. C. MCKELLAR 

GENERAL MANAGER 
CANADIAN ELECTRICAL 
DISTRIBUTORS ASSOCIATION 
TORONTO, ONTARIO, CAN. 


e Interested in extra copies of this first 
definitive study of selective distribu- 
tion? Just write: Reprint Department, 
ELECTRICAL WHOLESALING, 330 W, 42 
St., New York 36, N.Y. Prices? 1 to 


A a an 19 copies: 35¢ each; 50 or more: 30¢ 


**When your customers need ANCHORS for 
BRICK or CONCRETE sell them DIA- & Se 
MOND Hammer Drive Anchors. They are es Catching On 
. _ . —_ . aaa % " e Carleton H. Bunker, 
SAFE, FAST AND SECURE. The smallest President — 

size holds up to 500 lbs. For use indoors or outdoors. Since we are manufacturers of prod- 
Sizes available from 3/16" x 4 e” to ly,” x 3! o". ucts for the electrical industry, a num- 


Pintslit dns Mle iam tre ee Sane ane = =) ony ’ ber of our employees have expressed 
. y a few se uples free ? Just fill in the a desire to learn the basic fundamen- 


coupon below. CARLETON H. BUNKER, President | tals of electricity. 
Perhaps your home study Electrical 
Course in conjunction with direct dis- 


each, 





Carleton H. Bunker 
Diamond Expansion Bolt Co., Garwood, N. J., U.S.A. 
Please send me “xmples and catalog page on your DHD HAMMER DRIVE ANCHORS cussions once a week will be sufficient. 

I intend to conduct this course at 
our plant, possibly one evening per 
week, and any assistance you can give 
will be greatly appreciated. 

KENNETH O. BALDWIN 

CHIEF ENGINEER 
lr. J. COPE DIV. 


DIAMOND EXPANSION BOLT CO., INC. ROME CABLE CorP. 
GARWOOD, NEW JERSEY COLLEGEVILLE, PA 
BRANCHES: Atlanta, Boston, Chicago, Dallas, Denver, Detroit, Los 


Angeles, New York, Philadelphia, Pittsburgh, San Francisco, Seattle, ¢ EW thinks this a splendid step for- 
St. Louis, Washington, D. C., Montreal, Vancouver, Canada. ward and will gladly help. 


Name 
Concern 


Street 


3/16 x 7/8 size. Installed hole and all! 
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TYPE svT 


BIG SELECTION, BIG QUALITY, 
BIG REPUTATION 


BIG SALES FOR YOU 


When you order ALL TYPES of portable and flexible cords 
and cables from Royal Electric’s big, COMPLETE line, you save 
time . . . you simplify purchasing operations . . . you facilitate in- 
ventory control . . . you profit with consistent high quality and 
superior packaging. Royal can supply from stock the largest variety 
of types and sizes, every one backed by the nationally recognized 
Royal reputation . . . the brand that’s preferred by electrical con- 
ROYAL ELECTRIC CORPORATION tractors, maintenance electricians, and dealers alike. 


PAWTUCKET, RHODE ISLAND 


in Canada: Royal Electric Company (Quebec)L td. Pointe-Claire, Quebec 
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TIMES and TRENDS 
A Two-way Stretch: 


The problem of surviving—and succeeding—in the wholesaling business has 
been expressed in these graphic terms: keeping the line that represents expenses 
from crossing the line that represents gross margin. At first this may appear to 
be an oversimplification, but on analysis it becomes loaded with meaning. 

Viewed from another angle, it seems to us that survival—and success—can be 
equated with two other opposing yet related actions: creating sales and cutting 
costs. Any distributor earning a profit stretches his efforts in both directions. 
Likewise, the feature contents of any issue of ELECTRICAL WHOLESALING are 
similarly aimed. To draw out this dualism, here are two cases in point: 


1. Creating Sales 


The distributor’s first responsibility is to obtain business at a profit for himself. 
Normally, business doesn’t place itself—it must be sought. It follows that the 
most desirable kind will be obtained by those who most actively seek it. 

CASE IN POINT—One type of business worth seeking more of is signaling 
business. Despite the fact that projecting statistics is often a “numbers game,” 
the signaling market shows up clearly as one slated for growth. By one manu- 
facturer’s careful reckoning, signaling equipment sales last year amounted to 
$250 million. By 1970, the market is expected to reach $500 million. 

Aside from the growth potential or the profit realities, there’s another com- 
pelling reason why signaling business deserves more attention from electrical 
distributors. Direct selling has captured a large segment of the total. Specialized 
distributors are attempting to wrest a bigger share. To protect his own position 
in the signaling market, the electrical distributor must change his attitude, if not 
his ways. Long-range, the situation calls for the strategy of specialization to be 
employed within the firm. Short-range, perhaps the advice of a noted Confederate 
tactician is in order: “Git thar fustest with the mostest.” 

Some electrical distributors are already doing one or both. The results: more 
signaling sales, more signaling profits, a bigger share of the market (page 59). 


2. Cutting Costs 


This is the more difficult half of the two-way stretch because habits are hard 
to change. For better or for worse, the established way of doing something often 
becomes the “right” way. Part of the difficulty also lies in the fact that cutting 
costs often comes down to cutting services—a practice never too popular with 
customers. Yet if creating sales is the method of expanding the business, cutting 
costs is the way to make it more efficient. 

CASE IN POINT—The high cost of correspondence has had little attention 
from electrical distributors. Yet it’s an area potent with possibilities for cost 
reduction. Recently, Lester May, of May Electric Supply Co., Kewanee, IIl., 
passed along to us some observations of Prof. William R. Davidson, of Ohio State 
University, on this subject. According to Professor Davidson, needless time and 
money are wasted in writing business letters. The salutation, the paragraph explain- 
ing the reference data, the several paragraphs relating the topic and reasons for 
the letter, the request for action or promise of it, the final paragraph and closing— 
all these, multiplied many times, add up to excessive cost. 

The shortcut—in cost, in ease of reading and in getting action—as Les May 
now sees it is form notices. He has developed four he believes will chop letter 


writing by his purchasing department in half (page 58). 
Ba * * 





Rather than ring in a moral, we'll close with a poor but pciiinent pun: “a 
stretch in time saves nine.” 
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LIGHT DUTY VARIABLE LUG 
(Type G) 


For economical, all-purpose cable connections. 





TWO BOLT SERVICE CONNECTOR 
(Type DSU) 
For all service cable connections. 
Best for larger sizes. 





HEAVY DUTY VARIABLE LUG 
(Type HL) 
Takes various conductor sizes. 
Quickly installed. 
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SPLIT BOLT CONNECTOR 


For taps, dead-ends, entrances, 
motor leads, junction boxes, etc. 








TWO POSITION VARIABLE TAP 
(Type GTX) 


For cross, parallel and tee tap connections. 








(Type DS) 





VARIABLE TERMINAL 
(Type D) 


juctors to flat bar 


For YOU, the contractor... 
For YOU, the wholesaler... 


The products shown here are in constant demand 
by contractors and are fast moving stock items 

All items accept a wide range of cables, 

thereby, minimizing the number of stock sizes. 
They are packaged in convenient quantities 

for ease of handling and are attractively 

labeled for quick identification. 


Ask for pocket catalog, 
giving name of your distributor. 


Distributed outside the 
U.S.A. and Canada by 


INTERNATIONAL GENERAL 
ELECTRIC COMPANY 


Construction Materiats and Lighting Save 
150 East 42nd Street 
New YorR 17. NY USA 


yn, New Ycrk 


in principal cities. 


TOP OF THE NEWS ... . and its significance to you 





Copper Holding, As 
Strike Continues; Steel 
Marks Time 


Distributor Mergers 


Near-Record Appliance 
Sales Forecast For ‘60 


Spending-Sales 
Higher In ‘60 


Construction and Housing 


Wholesalers Review 
Robinson-Patman Act 


GNP Decline 





Although a four-month nationwide copper strike has shut down 
more than 80% of the copper industry, electrical wholesalers 
throughout the country report no substantial shortages of wire, cable, 
and other electrical products. Most distributors contacted in an EW 
survey said, “that orders are being filled, but we are placing them 
with several manufacturers in order to meet customer demands.” On 
the steel scene, indications are that the strike will not resume when 
the 80-day back-to-work injunction expires, according to Washing- 
ton observers. But the big question is what the strike will and won't 
do to alter the business outlook. For answers see—(page 1/2) 
FLASH!—Kennecott Copper Corp. has reached an agreement with 
the United Steelworkers Union. Some copper output will resume. 


Westinghouse Electric Corp. has extended its independent and dis- 
tributor agreements with Phillips and Edwards Electric Corp. which 
has consolidated with California Incandescent Supply Co., both of 
San Francisco, according to a report. California areas served under 
the agreement include Sacramento, Redding, Fresno, San Jose, Santa 
Rosa, in addition to the San Francisco Bay area. 

Other mergers reported are: Home Electric Co., Tacoma, Wash. 
which purchased Globe Electric Co., Seattle, Wash. Columbia Elec- 
tric & Mfg. Co., Spokane, Wash., has acquired business and in- 
ventory of Carr Sales Co., Clarkston, Wash. Incandescent Supply 
Co., Los Angeles, Calif. has acquired Cook-Nichols Co., Pasadena, 
Calif. 


Officials of Westinghouse Electric Corp. and General Electric Co. 
appliance operations predict a near-record year in major appliance 
sales for 1960, according to a report. A GE official estimated sales 
to be about “7% better than 1959.” Estimates are that sales will 
reach close to the record $3.7 billion mark of 1956. 


A 9% average increase in sales is predicted for 1960, according to 
the latest figures released by the McGraw-Hill Dept. of Economics. 
On the spending scale, business predicts a $37.3 billion spending pro- 
gram for the forthcoming year. Manufacturing, plans a 19% increase 
in spending—a total of $12 billion. This will be augmented, ac- 
cording to the report, with a continuing rise in new orders for ma- 
chinery. To finance capital expenditures, business plans to raise over 
$6 billion. For details see—(page 94). 


Construction during the new year is expected to drop slightly due 
to tighter curbs on mortgage credit. New housing starts are estimated 
to reach 1.25 million. Currently housing starts are at 1.4 million 
for 1959, according to the U.S. Dept. of Commerce. 


Eighty-nine proposals for legislative or administrative changes in the 
Robinson-Patman Act were suggested, at a recent meeting in Wash- 
ington, D.C., by members of the nation’s wholesaling industries. 
The meeting, which was sponsored by the National Association of 
Wholesalers, was held to discuss the effects of the act on the whole- 
saling industry. 


Gross National Product dropped to $478.6 billion in the third quarter 
of 1959—off $5.9 billion from the second quarter. Output for 1959 
is estimated at $480 billion, compared with last year’s total of $441.7 
billion. 
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Now! A new “Super Tape” for 


cold weather and heavy-duty uses 


“SCOTCH” Brand Electrical Tape No. 88 is 
an all new plastic electrical tape 20% thicker 
than ordinary plastic tapes. It was specially 
developed to be a “‘super’’ tape for the tough- 
est jobs—is super conformable under all 
climatic conditions. Even in cold weather, 
the extremely stable plastic backing retains 


Electrical Products 
Division 


MMiiwwesora 


és \ 
INING A S 
Manvracrurinc company 








.- WHERE RESEARCH IS THE KEY TO TOMORROW 
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easy handling properties and feel; the high- 
tack adhesive sticks at a touch and grips 
firmly. And the extra-tough flame retardant 
backing provides excellent resistance to 
abrasion, puncture, flame, acids, alkalies, oil, 
and weathering. For complete information, 
just clip and mail the coupon 


. | 
3M Co., 900 Bush Ave., | 
St. Paul 6, Minn., Dept. EBB-129 | 

Please rush me complete information on your 

new cold-weather tape, “SCOTCH” Brand | 

No. 88 Electrical Tape. 
NAME 
COMPANY 7 
ADDRESS 
CITY ZONI STATI 
ee eee ee ee eS _ 








Latrobe 
Electrical 


Products 


SIMPLE 
FAST 
EASY 

WIRING 


This “TRU-LEVEL" fully adjustable 
watertight, steel floor box assures ac- 
curate leveling, easy inside conduit at- 
tachment and fast installation. 


2!/2" long screw legs and !/2" adjusting 
ring makes for quick and easy tru- 
leveling. 


Large opening for the hand to fit into 
enables inside attachment of conduit 
without removing box body cover. Nine 
KO's to take care of any size wiring. 


Listed under re-examination services 
Underwriters Laboratories, inc 


Non-Adjustable 
Floor Box 


Represents the last 
word in unique de- 
sign, neat appear- 
ance, fewest number 
of parts, and least 
amount of labor to 


install. 


Insulator Supports 


Fasten porcelain or glass in 
sulators to steel framework 
without punching holes. 


4 sizes—1", 1/2", 2” and 21/2 





Latrobe Products 
Non-Adjustable Floor Boxes 
Adjustable Floor Boxes 
Gang Boxes—Cover Plates 
Junction Boxes—Nozzles 
Pipe or Conduit Hangers 
Insulator Supports 
Cable Supports—Fish Wire 
Staple and Cable Clips 











Sales Representatives in all principal Cities 


Bullman 


Manufacturing ©o. 


JEFFERSON STREET 


PA. 


1209-1215 


LATROBE, 


“HIGH VOLTAGE 





Steel Strike and 1960 


Here is an I-beam report of how conditions resulting from the nation’s 
longest steel strike may affect the national economy during the next year, as 
prepared by the McGraw-Hill Dept. of Economics. 


What The Strike Will Do: 


HE STEEL strike will make 1959 
a relatively poor year for steel 
production, at less than 95 million 
tons. But it assures a record-breaking 
production year in 1960, with output 
reaching 125 million tons, or more. 
It would require operations at 95% 
of the industry’s capacity for at least 
the first six months of next year to 
rebuild customer inventories to nor- 
mal levels. And if output in the first 
few months of the coming year is 
curtailed by local labor troubles, or 
by ore shortages, near-capacity opera- 
tions may be required well into the 
summer. Actually, the pent-up needs 
for steel have become so great that 
relatively high operations—over 80% 
of capacity—may continue all next 
year. 
e Effect On Business—The strike will 
also take something off the measures 
of general business for 1959, and add 
to them for 1960. It now seems fairly 
certain that business, as measured by 
the gross national product, will con- 
tinue at a high and rising level all 
through 1960, and possibly longer. 
This primarily because the shortage 
of steel has pushed forward the dates 
by which key industries, such as autos 


and capital goods can reach peak 
production. The necessity for a pro- 
longed period of high activity in steel 
itself, and in most other durable goods 
industries that are trying to rebuild 
inventories, adds strength to the 1960 
picture. 

e Retail Sales—tThe steel strike and 
its aftermath in other industries will 
hurt retail sales through the fall and 
Christmas season. Retail business, 
even in the steel cities, has been sur- 
prisingly good during the strike 
months because workers used up sav- 
ings or were carried on credit by lo- 
cal merchants. Now these debts must 
be paid off. 

Furthermore, the unavailability of 
steel will reduce fourth quarter auto 
productions, and most dealers will not 
have the desired number of cars to 
sell. In fact, auto output may lag 
behind schedule well into the first 
quarter of 1960. The wide sheets re- 
quired for car bodies are among the 
longest lead-time items at the steei 
mills. Thus we may well see a brief 
interruption of the recent installment 
buying spree partly because incomes 
were cut and partly for lack of cars in 
the months just ahead. 


What The Strike Won't Do: 


The steel shortage won't rule out 
a new boom in consumer goods in 
1960. By mid-year, or before, auto 
production will be rolling full speed 
again. And the auto companies have 
plenty of capacity to restock dealers 
in time for the big spring and summer 
selling seasons. In view of the fact 
that some car purchases are now be- 
ing postponed, 1960 may _ include 
some of the biggest months in the in- 
dustry’s history. 

There seems little question that 
1960 will see a new peak in install- 
ment credit extended to finance pur- 
chases of durable goods. But it will 
probably come later in the year than 
originally figured. 

The long strike will confuse the 
“turning point” spotters who have 
been advising business men as to 
which month of 1960 or 1961 is to be 
the start of a general business reces- 


sion. Actually there may not be a 
single turning point, but a whole series 
of separate developments, varying 
with the extent to which sectors of 
business have been hit by the strike. 
Clearly, any decline in durable goods 
activity has been pushed forward con- 
siderably in time. But this has very 
little to do with what happens in the 
textile business, or the stock market, 
for that matter. Housing starts are 
declining already. Thus, the strike 
may contribute substantially to what 
the late (and keenly observant) Pro- 
fessor Summer Slichter used to call 
“the break-up of the business cycle.” 
It would not be surprising to see 
turning points occur more than a year 
apart for measures like the stock mar- 
ket averages, the index of industrial 
production, and the gross national 

product. 
Continued on page 14 
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Now you can insure that your indoor mer- 
cury lighting installation will start and 
keep going even when temperatures slip 
far below zero. No longer is it necessary to 
use special, premium-priced indoor trans- 
: formers or the still more costly weather- 
os proof outdoor type for low temperature 
a indoor installations. Sola’s new standard 
line of indoor constant-wattage mercury 
lamp transformers keeps H-1, H-25, and 
Piss H-33 lamps working down to minus 20°F. 
; Two-lamp and single lamp units are both 
5 available for these input voltages: 115, 
A 208, 230, 277, 460, and 575. They are ideal 
for shed, dock and warehouse installations 
as well as indoor remote mounting to serve 
outdoor mercury circuits. 

These indoor transformers have new, 
lighter-weight core and coil construction 
for easier handling. Long leads and twelve 
knockouts in the new-designed case permit 
quick and easy connection. The case is 
liberally perforated for plenty of air cir- 
culation around the core and capacitors 
to give cool, trouble-free operation. 

Listed by Underwriters Laboratories, 
the new indoor transformers incorporate 
the well-known Sola constant-wattage cir- 
cuit which gives you these performance 
benefits: 

Low starting current—limits current dur- 
ing warm-up, eliminates need for heavy 
wiring and time-delay relays, and per- 
mits more lamps to operate on the 
lighting circuit 

Maintained light output — holds lumen 
output constant within +1% for line 
voltage changes as great as +13% 

Open and short circuit protection — pre- 
vents transformer and wiring from 
overheating 

insures rated lamp life reduces pre- 
mature lamp failure by providing stable 
operating conditions 

No dropout when line voltage dips 
eliminates lamp dropout even when 
wattage dips of 30°, from nominal 


for information, write for Bulletin MVI 


| SOLA]. 


A DIVISION OF ic tf 
BASIC PRODUCTS CORPORATION 


SOLA ELECTRIC CO., 4633 W. 16th ST., CHICAGO 50 
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Safely grounded...with 


CF«I Galvanized Steel Strand 


The CFaI Image—a giant steelman—stands for the depend- 
ability that’s built into all CFeI steel products. One of them— 
Galvanized Steel Strand—is a safe, sure way to ground electrical 
installations and equipment. 

Available in seven- or three-wire constructions, CF&I Gal- 
vanized Steel Strand for ground wire is made in accordance with 
ASTM Specification A-363. In addition, it can be produced to 
your particular specifications. 

CFeI Galvanized Steel Strand, (made to 
ASTM Specification A-122), is also recom- 
mended for guy and messenger wire, and is 
available for quick delivery either from a 
nearby CF&I warehouse or from your local 


electrical distributor. 
6931-A 


GALVANIZED STEEL STRAND 
THE COLORADO FUEL AND IRON CORPORATION 


In the West: THE COLORADO FUEL AND IRON 

CORPORATION—Albuquerque * Amarillo * Billings * Boise 

Butte * Denver * El Paso* Farmington (N.M.) * Ft. Worth * Houston 

Kansas City * Lincoln * Los Angeles * Oakland * Oklahoma City 

Phoenix * Portiand * Pueblo * SaltLakeCity * San Francisco 
San Leandro + Seattle « Spokane + Wichita 


In the East: WICKWIRE SPENCER STEEL DIVISION—Atlanta + Boston 
Buffalo * Chicago * Detroit * New Orleans * New York * Philadelphia 


CF&I OFFICE IN CANADA: Montreal 
CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 


High Voltage .. . 


Continued from page 12 


e Inflation No Worry—tThe steel 
strike and the ensuing wage settlement 
won't lead to inflation of any sub- 
stantial dimensions in 1960. We don’t 
know yet what the steel companies 
will do about prices. But in the case 
of many steel products to be priced, 
there is already substantial competi- 
tion from substitute products—alu- 
minum, cement and plastics. 

In other cases—such as sheet steel 
for the consumer goods—competition 
at the retail level is so keen that fab- 
ricators will probably have to absorb 
any higher cost of materials. Some 
makers of durable goods may seize a 
temporary advantage, during the 
shortage period, to raise prices. But it 
isn’t going to be a general parade. 
We’ve just had cuts in prices on such 
basic industrial products as aluminum 
for building construction and heavy 
electrical equipment. 

Finally, the steel strike won't re- 
duce 1960 capital expenditures. It has 
unquestionably delayed the start of 
some projects and confused the pre- 
liminary planning for others. But 
practically all of this can be made up 
as the year gets underway. 

Structural steel is expected to be 
readily available soon after the mills 
get working; it’s an item where they 
have relatively small backlogs and 
substantial excess capacity. To the ex- 
tent that delays occur because com- 
panies have held back commitments 
for so long, their programs may 
stretch into 1961. 








3% Climb In Steel 
Prices Predicted 

NEW YORK—Steel prices will rise 
about 3% and prices in other indus- 
tries will jump 2.5% if steel firms 
even partially give in to union de- 
mands, the nation’s purchasing agents 
believe, a survey by Purchasing 
Week, McGraw-Hill publication, re- 
veals. 

Accurate figures were difficult to 
obtain, the publication states, as the 
same contract means different costs 
to different producers. Terms that 
cost one modern steel plant 2212 
cents an hour over a two-year period, 
might well cost a less modern steel 
plant 36 cents an hour. 

Some 40% of the survey respond- 
ents see rises of from 2% to 4% for 
general prices over the next six 
months, according to the report. 35% 
see a rise of 1% to 2%; 14%, a rise 
of over 4%, and 11% believe prices 
will be stable. 94% list labor as a 


| cause of rising prices. 
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SL-996 REEL PULL-DOWN 
Best seller for dining, living, 
breakfast rooms. Perforated 
metal shade, choice of 

black or white. White frosted 
ceramic glass diffuser, 

satin brass trim. 16” diameter. 
Adjusts 18” to 48”. 
Two-light with switch. 
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SL-138 Handsome golden- 
beaded design on white bent glass 
ceiling fixture for living, 

dining, bedroom. 14” square, 

5" deep. Two light. 











SL-323 Shallow utility light — 

a real beauty for halls, entryways. 
White bent glass, polished brass 
frame. Only 32” deep, 

8" diameter. One light. 


a 





SL-984 Delightfully decorative 
fixture for recreation room, laundry, 
kitchen. Scalloped polished brass 
shade, white glass. 14” diameter; 
depth, 5”. Two light. Finish: 

Polished Brass or Satin Copper. 


THOMAS INDUSTRIES INC. 
LIGHTING FIXTURE DIVISION 
Broadway&Brook Sts., Louisville 2, Ky. 
IN CANADA: C&M Products, Ltd., Toronto 
Subsidiary of Thomas Industries Inc. 
MOE LIGHT « STAR LIGHT @ BENJAMIN © ENCHANTE @ SAN MARINO 
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PLN 3 


WALES ¥ 


Four Fast Moving 
Pre-Packaged 
Lighting Fixtures 


Ideal for Spring Redecorating! 


Here’s a hot promotion to bring you plenty 
of cool cash! Special sale prices on four of 
our most popular fixtures—specially pack- 
aged to catch your “spring redecorating” 
trade. Colorful carry-out cartons to make a 
striking display —sell fixtures right off your 
floor. Complete merchandising material for 
easy tie-in—free with your order. Timed 
right, planned right, for top profits. Send 
coupon today for full details. 





¢ FREE Display Posters 











© FREE Envelope Stuffers 


e FREE Newspaper Ad Mats 


SPECIAL CARRY-OUT CARTONS 
SELL RIGHT OFF YOUR FLOOR! 









Special Sale Prices until Feb. 15,1960 — 
MAIL NOW TO MAKE MONEY! 


THOMAS INDUSTRIES INC. —Lighting Fixture 
Broadway & Brook Sts., Lovisyi 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 


NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry's Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales .. . makes Electrix the most 


outstanding line in its field 


Why not sell the best. . . espe- 
cially when profits come bigger 


and easier. Sell Electrix Vinyl 


Cube Taps. 


APPROVED 


Cheetnis 


Ashton + Rhode Island 


CAPITOL CIRCUIT 








e The Justice Dept. is hoping for Supreme Court reversal of a case 
that antitrust lawyers say will allow manufacturers to fair trade their 
products, even without a Fair Trade law. The government lost its 
case in a trial court against Parke, Davis & Co., on charges that 
the pharmaceutical firm conspired with wholesalers and retailers to 
control resale prices in non-fair trade in Washington, D.C. and 
Virginia. 

But Parke, Davis told the Supreme Court it merely exercised its 
legal rights to select the people it would sell to. Anyway, the court 
claims that merely to inform the trade of your price policy and then 
to refuse to sell to those who won’t follow it—which is all Parke, 
Davis admits to doing—cannot stop price-cutting 


e Can nation-wide sellers lower prices to one market area without 
violating the Robinson-Patman Act’s ban on price discrimination? 

That’s the big issue in another case just accepted for decision by 
the Supreme Court. 

According to Federal Trade Commission, such pricing allows a 
big national seller to drive out his local competition by subsidizing 
lower prices in one area with higher prices elsewhere 

But a U.S. court of appeals threw out FTC’s case. The lower court 
says there cannot be territorial price discrimination unless the persons 
charged different prices compete with each other. 

In winning Supreme Court review of this ruling, FTC argued that 
unless it is reversed, the Commission will be unable to win future 
cases of territorial price discrimination. 


a 


e In another move, FTC chairman Earl W. Kintner has set up a 
special task force of top legal staffers to find ways of making the 
commission’s enforcement of the Robinson-Patman Act more effec- 
tive. 


e Government officials see an appliance boom ahead. Dealers may 
feel some squeeze on stocks as they head into their busiest season 
of the year. The reason is a shortage of steel which has disrupted 
production planning in some lines. Coupled with this is a new surge 
in appliance sales which is drawing down stocks. 


* * * 


e Commerce Dept. experts report that inventories of many appli- 
ances already were lower than in 1957 and 1958 as dealers started 
the season. They give this breakdown: lower inventories—refriger- 
ators, washing machines, dryers, electric water heaters, warm air 
furnaces. Higher inventories were noted for radios, freezers, and 
ranges, while inventories of television sets, food disposals and oil 
burners were about the same. 


* * 


e A major factor behind the sharp rise in appliance sales is the rapid 
expansion of consumer credit. Consumers are dropping their hesi- 
tancy to buy on time and total outstanding credit this year should 
run about $50 billion, a new record. 

Sen. Estes Kefauver (D. Tenn.) is keeping a sharp eye on the steel 
negotiations for any signs of a contract settlement that would result 
in higher steel prices that would have to be passed along to finished 
goods including appliances. Kefauver has warned the steel companies 
he would haul them up again before his antitrust and monopoly sub- 
committee if any “inflationary” contract is signed. 
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Now you can weld a perfect, permanent 


electrical connection every time with 


=ZSR Gio, 


thermOweld 


... connects easily 
and economically 
to any .copper 


conductor or 
steel structure 


Get a permanent 
THERMOWELD connec- 
tion quickly...never cor- 
rodes or loosens, costs 
little to install. Current- 
carrying capacity higher 
than conductors. 





You can THERMOWELD aimost 
all stee! or copper connections, 
including.. 


ow 


TO eTae. 
SURFACE 


Close cover and ignite THERMOWELDO fires every 


Weld anywhere, to cable or 
flat, with this compact, light- 
weight THERMOMOLD. Com- 
pletely self-contained.. 
alcistet-Malemm > 4¢-1aar-] Mele] )icel-mmeli 
power, no special skill. 


Pour welding powder into 
mold, tap to release starting 
charge. Unique composition 
of starting charge prevents 
mixing with welding pow- 
der, assures positive firing. 
Slag easily removed. 


charge with flint gun. Fast- 
burning powder fires every 
time. THERMOWELD reac- 
tion forms liquid copper 
which fuses conductors into 
a solid copper mass. 


time. Cartridges sealed in 
polyethylene envelopes with 
moisture absorbing silica ge! 
Starting, weiding charges 
can't mix full starting 
charge assures ignition 


All components are available from your local Burndy distributor. Ask him or your Burndy representative for a demonstration. 


Norwalk, Connect. In Europe: Antwerp, Belgium Ae) celal Comme@r-lar- ler 
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NEW PRODUCTS 





Distribution Duct 

New system for distributing elec- 
tricity in plants and buildings 
Unit called “XL” Duct features plug- 
in power take-offs at any place along 
line without disconnecting main power 
line, maker says. Available in ratings 


225 through 1,000-amps, and through 
600-v ac, 1-3 phase, 4-wire. Duct in- 
corporates lowest possible voltage 
drop practicable, manufacturer says. 
e BullDog Electric Products Div., 
I-T-E Circuit Breaker Co., Detroit 32, 
Mich. 





Taps 

Three new types available each 
with complete receptacle 
Parallel Ground Double Tap, No. 78, 
15-amps, 125-v, for use with 
grounded wire or cable. “T” Slot 
Bakelite Double Tap, No. 75, rated 
15-amps, 125-v, has heavy duty “T” 
slot receptacle. Parallel Double Tap, 
No. 79, rated 15-amps, 125-v, has re- 
ceptacle with double-wipe contacts. 
e Eagle Electric Mfg. Co., Inc., Long 
Island City, N. Y. 


rated 


Luminaires 


Designed to increase light levels, 
reduce glare, maker says 


All new series of luminaires available 
for use in schools, offices, and institu- 
tions. Units feature controlled light 
refraction, maker Available in 
2, 3, and 4 lamp models in 4 or 8-ft 
lengths. e Keystone Electric Mfg. 
Co., Philadelphia 34, Pa. 


Says 


Conduit Reamer 


Hand reamer can be used for 3!/)- 
in to 4-in pipe and conduit 


Ratchet handle and 7 spiral cutting 
edges enable reamer to be used in 
tight quarters. Hardened tool-steel 
cone is removable for sharpening 
Hand grip features large pressure 
plate. e The Ridge Tool Co., Elyria, 
Ohio. 


Box Brace 

New hook-styled metal support for 
outlet boxes now available 
Unit, Catalog No. 50 box 
makes possible more rigid installation 
of electrical outlet boxes on wall studs 
or ceiling joists, according to manu- 
facturer. Brace is made of 14-gauge 
steel. @ Steel City Electric Co,, Pitts- 
burgh, Pa, 


brace, 


Starters and Enclosures 

Sizes 3 and 4 combination starters 
and aluminum enclosures available 
New NEMA 4 weatherproof enclos- 
ures for combination starter sizes 0-4, 
and NEMA 7 and 9 explosion proof 
enclosures for combination — starter 
sizes 0-3, are available. Both are alu- 
minum. Combination starters feature: 
straight-through front wiring, wide 
voltage range and epoxy-resin encased 
coils and large, long-life contacts. ¢ 
Arrow-Hart & Hegeman Electric Co., 
Hartford, Conn. 


Motors 

Designed to operate under adverse 
conditions, maker says 
Flexible insulation of special silicone 
sealing compound permits operation 
with full overload characteristics, 
maker says. Insulation is said to be 
non-porous, and permanently resilient 
and flexible. Motors have herringbone 
rotor design, completely sealed bear- 
ings, and neoprene insulated lead 
wires. Available in ratings from %2-hp 
to 50-hp, any phase, frequency or volt- 
age, with multi-speed winding. e Ster- 
ling Electric Motors, Los Angeles 22, 
Calif. 


WIRE 
PULLING 
COMPOUND 


Wire Pulling Compound 
Designed for use in aluminum and 
steel conduit 


Compound called, “Wire Glide,” has 
lubricating qualities that produce an 
easy pull through all raceways, steel 
and aluminum duct, according to 
manufacturer. Compound contains no 
free alkali and is inert and non-injuri- 
ous to lead, plastic or rubber insula- 
tions and will not corrode raceway or 
container, maker says. Re-usable vinyl 
glove enclosed in each gallon and five 
gallon can. e Electrical Fittings Corp., 
Woodside, N.Y. 
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WHITNEY BLAKE 


{yh DYNAPRENE 


PORTABLE CORD 










Wholesalers who stock and sell Whitney 
Tr : | Blake DYNAPRENE Portable Cord find 
ae OPENS uP new markets open to them with other WB 
1 | | NEW products purchased by industry, 


a 


institutions, municipalities and others... 


It’s worth investigating. 


DYNAPRENE Portable Cord provides 
premium service to your customers at a 
price that is competitive yet provides 


a comfortable margin of profit. 


Write today for this 
complete catalog 


... free of course. 





Well Built Wires Since 1899 


( WHITNEY BLAKE COMPANY 











NEW HAVEN 14 CONNECTICUT 
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NEW PRODUCTS 





Circuit Breakers 

New line features integral rotary 
handles for safety 
Line of molded case breakers includes 
1S to 100-amp, 480-v EF frame 
breakers, 15 to 225-amp, 600-v F 
frame breakers, 70 to 400-amp, 600-v 
J frame breakers, and 125 to 800-amp, 
600-v M frame breakers. Rotary op- 
erating handle is part of breaker 
which eliminates external linkage, thus 
handle misalignment and false indica- 
tion of breaker contact position is 
eliminated, maker says. ¢ Federal Pa- 
cific Electric Co., Newark, N.J. 


Heat Tape and Cable 
Designed to prevent winter freeze- 

ups of pipes and ground 

Called “HI-heet 

Cable,” both 


a degree of 


Automatic Tape and 
are designed to provide 
heat that protects pipe 
lines and areas from winter 
ice and snow. Tape has built-in ther- 
mostat. Both are safe and shockproof, 
manufacturer Electromode 
Div., Commercial Controls Corp., 
Rochester, N.Y. 


surface 


Says. * 


Magnet Wire 
Suitable for transformers, solenoids, 
miniature relays, motors 


Organic film-coated Silicone-Teflon 
Magnet Wire has nickel-plated copper 
conductors. Suitable for continuous 
operation at 250-deg C, maker 
and has low constant and 
dissipation factor. Available in round 
sizes, NO. 15 AWG-36, in both single 
and heavy film thicknesses. e Ana- 
conda Wire and Cable Co., Dept. 
EFL, New York 4, N.Y. 


Says, 


dielectric 


Aluminum EMT 


Electrical metallic tubing for in- 
terior and exterior uses 


Tubing, according to manufacturer, is 
two-thirds lighter than steel, non-rust- 
ing, highly resistant to effects of cor 
rosive atmospheres, non-sparking, and 
non-magnetic. Available in 10-ft 
lengths, in six sizes from ¥%2-in O.D. 
to 2-in O.D. and in all standard inside 
and outside diameters. e Channel 
Master Corp., Ellenville, N.Y. 


20 


Aluminum Fitting 
Explosion-proof, for concrete mount- 
ing, maker says 
Series GRC, fitting is available with 
blank cover for use as splice box and 
hub cover suitable for fixture hang- 
ing. Made of aluminum, it is available 
in conduit sizes from 2-in to 1-in in a 
variety of hub styles. ¢ Killark Elec- 
tric Mfg. Co., St. Louis, Mo. 


Timer 

New 30-minute synchronous motor- 
driven unit now available 
Unit features positive time selection 
and time indication. Dial is 
marked off in minutes with half- 
minute graduations. Exact time is sel- 
ected by rotating bronze pointer to 
timing required, maker says. 
e Cutler-Hammer Inc., Milwaukee, 
Wis. 


visual 


cycle 


Post Light Control 
Turns outdoor post Iights on at 
dusk, off at dawn 


Unit, called Mind-O-Light, automatic- 
ally turns outdoor post lights on at 
dusk, off at dawn. Can be used on 
standard 3-in post light. Available in 
aluminum or black finish, with or 
without convenience outlet, 5-amp 
rating. e Virden Lighting Div., John 
C. Virden Co., Cleveland, Ohio. 


All-Angle Swivel 


Designed for indoor and outdoor 
use, waterproof, maker says 


Swivel is especially designed for com 
mercial and industrial applications 
Features straight push-thru wiring and 

lock Available — in 
hammertone finish. U.I 
approved. e Ward Engineering Co., 
Glendale, Calif. 


thumb-screw 
chrome or 


Floodlights 

Especially designed for outdoor 
lighting of small areas 
New “3020 Series” available for con- 
trolled floodlighting of small areas. 
Units fully utilize all available light 
from lamp instead of permitting por- 
tion of light to escape, manufacturer 
says. Floodlights use 400-w R52 hard 
glass color improved and white mer- 
cury vapor lamps and are fully adjust- 
able for horizontal and vertical aim- 
ing, maker says. Choice of 3 styles of 
mounting hoods. e Appleton Electric 
Co., Chicago, Il. 


Christmas Bulbs 
New lamps are decorated with 
swirling patches of color 


Called Decro-Lite bulbs, the new 
lamps have varied patches of hues 
red on white, green on white, red on 
yellow, orange on white and blue on 
white. Bulbs available in C7% size. 
e Lamp Div., Westinghouse Electric 
Corp., Bloomfield, N.J. 


Corner Support 


Supports 3-conductor aerial cable 
in triangular form 
Corner support device for supporting 
3-conductor cable in a trian- 
gular configuration at corners is used 
when the corner angle exceeds 10-deg 
for large conductors and 25-deg for 
small conductors. Equipped with 3 in- 
sulators, it provides 7-ins of uniform 
between any 2 conductors, 
maker says. May be mounted verti- 
cally or horizontally. ¢ A. B. Chance 
Co., Centralia, Mo. 


aerial 


air space 


Fluorescent Lamp 

New model has “high-compati- 
bility" phosphors, maker says 
New de 


Gsroove 


Power 
great Jight- 
producing ability with improved color 
rendition at higher lighting 
maker Lamps are 
achieve 11° more light per tube, than 
standard fluorescent lamps, plus im- 
proved color stability and color main- 
tenance. e General Electric Co., 
Cleveland, Ohio. 


luxe cool white 


lamp combines 
levels, 


claims said to 
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(Silouee -. the measure of cable superiority 


Note how, in Brands A, B and C, there is a marked lack of balance 
between abrasion resistance and ozone resistance. This means that 
these cables can crack long before they wear out. Also, it is 
quickly apparent that needlessly high cold flexibility may be built 
into a cable... but at the sacrifice of more important electrical 


Every brand of cable must have certain important electrical char- 
acteristics. But not every brand will have these characteristics in the 
same relative proportions... and it's this fact that makes a differ- 
ance in cable life and performance. Look at these significant test 


results. 
B RAN D 


A, By FS 





Electrical Insulation Resistance (1) 17 16 68 


~ 





Cold Bend °F (2) | —45 —90 | —50 





Abrasion Resistance (1) 62 100 | 92 





Dzone Resistance (1) 6 18 12 





Note: (1) 100 indicates best——others % of best (2) cold bend—actval test temperature 


When you call for cable—call for Carol! 


properties. 


But Carol cable, in addition to having the highest combined rating, 
is also the best balanced... with primary emphasis on the charac- 
teristics most vital to cable life and performance. The balance 
built into Carol cables is your assurance of superior quality 
throughout... extra quality and performance where it is most 


needed. 


PORTABLE CORDS - POWER SUPPLY CABLE - CONTROL 
CABLES + WELDING CABLE - GOVERNMENT TYPES + CORD SETS 
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work faster and easier 


6 Blackhawk EMT Fittings have full, true, perfect threads for ease and speed of installation. 
Bodies of heavy steel — cadmium and zinc finished to eliminate corrosion on the unit itself. Blackhawk’s 
new EMT fittings are rain tight. Quality controlled at every phase of the manufacturing. In demand for 


electrical jobs large and small because they're easy to use. 


Blackhawk’s new EMT fittings are a product of continuing Blackhawk research and automated methods of 
manufacture. Order a stock today to meet the demand for these quality made, EMT fittings. A complete 


range of sizes is now available. 





wer Blackhawk Industries, Dubuaq 
oS Jodestries e Where the new ideas come from 
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SURFACE 
MOUNTING 


FLUSH MOUNTING 


Sell your customers the receptacles with 


TIME-SAVING 1SC -Grijp TERMINALS 


Royal receptacles offer other on-the-job 


ROYAL RANGE and DRYER receptacles are engi- 
neered and constructed to transmit FULL, NO-ARC advantages, too 
power to the appliance. They are the easiest to install, E 

Heavy duty, solidly-anchored double- 


the most practical to use 
wipe spring contacts transmit full power 


to the appliance 





Heavy duty screw staked to 
clamping pad for quick, pos- 
itive action of the pad either 


rdown 


Sturdy phenolic body engineered 


for long, dependable service 


>|f. o | . va “Clie 
-d with screws backed Self finding slots with contacts accu 


ready for instant wiring: rately positioned to take plug blades 


rt the conductor and 
Sager ar In attractive individual boxes . . . com- 
tne screw q ‘ 





plete ready to install 





Write for catalog sheets on Receptacles and 


Range and Dryer Cords 





ROYAL ELECTRIC CORPORATION 


SURFACE FLUSH DELUXE CHROME 
MOUNTING MOUNTING WALL PLATES PAWTUCKET, RHODE ISLAND 


! 
! 
| 
Black or Ivory ow r Ivory l Cat. No. 316 grounding 
—_— = 606 IGE at. No. 610 | Cat. No. 317 non-grounding 
Amp v 50 Amp-250V Fi n j 
DRYER: Cat. No. 607 DRYER. Cat. No. 611 " t standard 2-gang boxes 
30 Amp—250V 30 Amp-250V r in individual envelopes 
: 10 to a carton, 50 Ws 
Unit Pack: 1 Unit Pack | ts a akninds dean % 
Ship.Carton: 10 Ship. Carton: 10 | sia i et ecresrse ZY 7 
| Y 
| 





Z 
on associote of elt: 
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ULTRA ‘MODERN 
Tareltt-tigt- tae let me el tt 
eliminates elect 
growing pains! 









Your customers are seeing this ad now , 
in their favorite trade publications. = . Parkway 


Make sure your stock is complete! - Junior-Senior High Schoo! 
St. Louis 


Architects: Hellmut! 
Kassabaum, Inc.: S yUIS 
Consulting Electrical Engineer 


FRAPIMADAM MIDGET 
POWERPLUGIN BUSDUCT 


A perfect example of how Frank Adam Midget 






‘ 


Plugin Device—Two 





a sot , ely spring prongs at Powerplugin Busduct keeps pace with the future! 
anf Ra pe a —) tached to device, “a oe = ‘ ote d 
bios aed p84, 3 i 1G : a catch and lock on the resent classroom equipment can be moved an 
wall INStaltatio inside of duct to form plugged-in almost as easily as an electrical 









a rigid support. Also appliance the busduct quickly relocated if 

act as ground connec ' 
ec necessary. If additional busduct is needed 

tion to du A 

~s for future expansion, it can simply be added 
to the old! Cuts costly rewir ng keeps 
electrical downtime to a minimum 
For an economical and versatile electrical 


ower supply that will stay modern for years 
I PI 
to come, specify and insist on quality built 


Frank Adam Midget Powerplugin Busduct 





Plugin Outlets on 12" 

Centers—Provide 

electric power where ub 

it's needed, when it's RAN kK Sour, 

needed. 100 amps., ) 

250 volts or less. DAM ELECTRIC COMPANY E\ coun 
PO BOX 357. MAIN P.O.- ST LO > 66, MO . 


; 
Scat > aadiehieands © eanies enutbinent + abltly ewiiches sd centers * Quithele G 
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HOW AN FOR QUALITY 


means finer conduit fittings for you... 


On the shelf, one conduit fitting may look as Even packaging is designed for the greatest 

good as another. But, on the job, Cotumbus usefulness. Convenient-sized cartons with 

brand quality stands out . . . makes installa- large, easy-to-read identifying labels offer 

tion faster ... fishing and wire-pulling easier you efficient handling, shelf-storage and se- 
connections absolutely tight-weather lection .. . at no extra cost. 

and corrosion-proof. Tell your customers about the trouble-free 

Cotumbus brand dimensions, gauging, dependability of Cotumbus fittings. Sell 

tapping and threading meet uniform stand- them once and they’ll be back for more. 

ards on each type and size of fitting 7 Eleven warehouses are conveniently located 

chamfering is accurate . . . reaming is per- for speedy delivery. 

fect. That means no complaint from cus- 

tomers, more repeat business. —o ee Tee 


when you buy conduit fittings 


Sold only through recognized wholesalers 


BRAND 
CONDUIT FITTINGS 
CONDUIT PIPE PRODUCTS COMPANY —-— COLUMBUS, OHIO 


PIPE COUPLINGS ¢ PIPE NIPPLES ¢- ELBOWS, RIGID & E. M. T. 
RUNNING THREAD « GOOSENECKS © WALL PLATES 


ELECTRICAL WHOLESALING—December, 1959 











exclusive dual-element 
fuses reduce ‘heating 
and eliminate 
nuisance blowing 


Using an exclusive thermal-alloy element which reduce 

improves reliability ECON Dual-Element fuses blow only vy 
supposed to blow. You get: Positive protection of equipment 
fuse replacement costs...reduced downtime. Loose or corroded cor 
which cause high temperatures open ECON Dual-Element fuses bef 


Knife Blade or Ferrule type from 0 to 600 amps, 250 and 600 v. For complet 


details write: Economy Fuse Division, Federal Pacific Electric Company 
Dept. 336, Chicago, Illinois 


ECONOMY FUSE DIVISION 
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ond mechanically conn 
On end through apgap stop 


1810 


New! T&B floor box receptacle 


MATCHES YOUR CIRCUIT WIRING 
AND THE PLUG ON YOUR EQUIPMENT 


Here's a convenient money saver from T&B ... — which requires a change in receptacles. 

designed to make the use of many types of recep- For full information on T&B floor boxes and 
tacles easier and more readily available. T&B recep- receptacles, contact your T&B distributor today — 
tacles (there's one for every need ) fit all T&B floor he will show you how to save money on installed 
boxes . . . and they can be changed in a matter costs, save time, and safety-ize your job with T&B 
of minutes should you later install equipment floor box receptacle combinations. 


LOOK FOR THE SIGN — IT’S THE MARK OF AN AUTHORIZED T & B DISTRIBUTOR 
The complete line of T & B fittings for conductors and raceways is sold only by 
recognized electrical wholesalers. It's our way of assuring you the service and 
savings of a friendly local source. Call him for all your electric 


THE THOMAS & BETTS CO. 


INCORPORATED 
20 Butler Street @ Elizabeth 1, New Jersey 
Thomas & Betts Ltd., Montreal, P.Q., Canada 
MANUFACTURERS OF FINE ELECTRICAL FITTINGS SINCE 1898 
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WHEN ORDERING “TYPE RR” CABLE... 





SPECIFY HABIRITE-HABIRPR 


rr. 


NE 


a 


The high voltage cable that assures superior quality and service reliability! 


RR’ 
an assurance of quality. Instead of 
ordering just “RR’ 
Phelps Dodge Habirite-Habirprene 
developed through years of experience 
in designing and manufacturing this 
type of cable. 

Phelps Dodge Habirite insulation, a 
specially engineered butyl rubber com 
pound, has a service dependability rec- 


The term is only a name, not 


cable, insist on 


ord unsurpassed by other types of rub- 
ber Habirite is greatly 
superior to old-fashioned insulation for 


insulation 


these reasons: 


PHELPS 


CORPORATION 


SALES OFFICES: Atlanta Birmingham 
Fort Wayne, Greensboro, N.C.. Houst { 
New York, Philadelphia, Pittsburgh. Por 
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DODGE 


e Much greater resistance to heat and mechanical tought gainst damage 


oxidation which permits a_ highet ‘rom installation hazards, is especially 


temperature rating, with consequent made to be cxt resistant to corona, 


reduction in conductor size and in ne of the worst enemies of high volt 
cost for same current load age cable. This extra resistance pro 
vides a greater safety factor in opera 

e Much greater resistance to ozone ion and has contributed to the re- 
usually present around high voltag markable reputation and service re 


equipme net. 


rd of Habirite-Hal 
When you specify 


inprene. 


Habirite-Habir 


e Better electrical properties that give 


bre you are assured of high voltage 
a greater safety factor in Operation aia , : 
cable with tl tmost in safety and 
Phelps Dodge Habirprene sheath, a jurability 


neoprene compound with improved 


COPPER PRODUCTS 





Ala., Cambridge. Mass., Charlotte. Chicag cinnati. Cleveland. Dallas, Dayt t 
J ville, Kansas City, M l Angeles. Me b Milwaukee, Minnea New Orle 
P Rich 4 Rochester N.Y an Francise a eattle. Washinet [ 
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Porter Vinyl Tape has been tested to meet the tough 
Westinghouse specification for use in new refrigerator- 


® freezer combinations, and has received unqualified 
Ce VINYL TAPE approval on every point. 


Westinghouse rated tapes on the following points: 
Breaking strength « Adhesion « Low- and _ high- 
temperature properties « Staining « Moisture-resist- 
ance * Elongation « Odor « Dielectric strength « 
Effect on polystyrene—and Porter met the spec’s 
on every count! 


Special new winding and slitting techniques keep 

U lifi d | Porter Vinyl Tape from telescoping on the roll, and 
n q ualirie approva help save space in tight spots where compact winding 

is essential. Another feature is its self-extinguishing 


2 
by Westinghouse : property—it will not support combustion. 
[Pr . a Get complete information by writing Thermoid 
Refrigeration Division! Division, H. K. Porter Company, Inc., Tacony & 


Comly Sts., Philadelphia 24, Pa. 





THERMOID DIVISION ‘||’. «|. H.K.PORTER COMPANY, INC. 


P nerd 
PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment—DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; 
Specialty Alloys—RIVERSIDE-ALLOY METAL DIVISION; Refractories —REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN-KIDD STEEL DIVI- 
SION; Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, 
S. A.; and in Canada, Refractories, “Disston’’ Tools, Federal” Wires and Cables, “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD 


30 ELECTRICAL WHOLESALING—December, 1959 






































FVENEW gee, Ql 


turn while bushing is 
tightened. ..prevents 


binding, twisting, 
GEDNE y during installa- GEDNEY JUMPER WIRE 
tion. Sizes ’* BONDING BUSHING 
to 6". iderless | Malleable 


PRODUCTS... —— 


“that 
fit 


always!’’ 


Nobody knows better than you do 
how much time, trouble and expense 
are involved when electrical fittings 
don’t fit properly. That’s why Gedney 
has adopted the simplest of mottoes: 


Gedney Fittings fit. And we mean it! GEDNEY PUSH-PULL 

~~" . . . AB | 
Gedney Fittings are machined with ‘ For plugging bushings, 
unfailing accuracy, then carefully fin- etc. a Soe at 
ished, finally they’re scrupulously in- "Shalins ta caee 


spected. Result? You no longer have Ya" to 2” 
to make allowances for the fittings 
(and time) you used to throw away! 
One more thing. These better fittings 
cost you no more! 


Think of all the places you can save 
time and money with these five new 


Pate GEDNEY STATIC PREVENTIVE 
Gedney Fittings and Accessories! 


GROUND CLAMPS. 
Made to ground pipe or 
conduit from A” to 8” 





GEDNEY 


ELECTRIC COMPANY 





RKO BLDG. + RADIO CITY + NEW YORK 20 
Foundry, Factory and Shipping Point: Terryville, Conn. 


GEDNEY FITTINGS FIT 
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Increase your outdoor lighting sales by 
using Revere’s professional layout service 


Revere offers widest line of outdoor lighting 


No matter what the outdoor lighting job, Revere has the 
equipment for it. Revere offers a wide range of incan- 
descent, mercury and fluorescent lighting fixtures, cluster 
lights, hinged and rigid poles, transformers, and acces- 
sories. The complete Revere catalog is all you need to 
be in the profitable outdoor lighting business. 


Lighting layout service helps you sell 

Revere’s qualified engineering staff is always ready to 
give you professional outdoor lighting layouts — fast 
and at no charge. Into each Revere layout goes 30 years 
of concentrated outdoor lighting experience you're 
sure the lighting is engineered for peak efficiency. Send 
us specifications for your next outdoor lighting job. 


Simplified ordering, pricing, billing 

You can save time and money by ordering all your out 
door lighting equipment from one reliable source. With 
Revere, you can select all components from one catalog, 
place one order, have one price source, receive one 
invoice. Sales costs and clerical detail are kept to a 
minimum, and your overhead is reduced accordingly. 


Matched units for trouble-free installation 


You can cut contractor call-backs by ordering all com- 
ponents for an outdoor lighting job from Revere’s 
matched line. This assures you that the equipment will 
fit right for proper installation. It means one delivery 
from one manufacturer — no wasted time co-ordinating 
and expediting deliveries from several suppliers. 


Write for Revere Outdoor Lighting Catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 


7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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£/Jater 


} ae 
/ 


\ 


eV 
\ 


Light Control DIMSWITCH y 


4 e A MUST FOR CHILDREN’S ROOMS... 
PirelW-V\) (0). 17498 \ ban tele), 





e PAYS FOR ITSELF IN ELECTRICITY SAVED 
Sn OL es) i a | =) 


e DIRECTLY REPLACES ANY EXISTING SWITCH FOR INCANDESCENT LAMPS 


Fits « Telalelelce Ma aliaiMol+) GMM) (oMel-leliilelilel Mu disiil: Mes) leek 


‘Slater ELECTRONICS CORPORATION, GLEN COVE, NEW YORK 


PATENTS PENDING FOR INCANDESCENT LAMPS ONLY 











150 300 
watts watts 


1000 hour 





150 300 


watts ° watts 


2000 hours 














Wily 


the FIRST dimmer switch using 





150 300 
watt watt 


3000 hours 





e that directly replaces ordinary switches for incandescent 
lamps only (take out old switch, put in HI-LO) 


that requires no guess work. . . select switch position at will 
that uses no rheostats, no transformers .. . operates c-o-o-l 
that uses current proportionate to light 

that increases lamp life over 20 times at LO position 

that operates on single pole, 3-way and 4-way circuits 

that is available in either regular or interchangeable QST size 


that can be used on 2” thin walls—back to back 


SAVES BULB REPLACEMENT RECOMMENDED LIGHT LEVELS 


NIGHT LIGHTS IN: 

Nursery 

Children’s Rooms 

Bathrooms 

Bedrooms 

Hallways 

Stairwells 
GENERAL ENTERTAINING AND 
“MOOD” EFFECTS IN: 

Dining Rooms 

Living Rooms 

Dens 

TV Rooms 

Foyers and Outside Lighting 
WHEREVER MOMENTARY “LIGHT 
BLINDNESS” IS TO BE AVOIDED, 
SUCH AS: 

Children’s Rooms 

Bathrooms 

Hallways 

Foyers 

Stairweils 


150 300 


watts watts 





NORMAL BULB LIFE J 
1,000 HOURS 


4000 hours 
LIGHT LEVEL 
REQUIRED FOR 


WORK ACTIVITIES 








electronic circuit 


single pole — standard mounting 


single pole — interchangeable 





e——- 
{ |Li f 


interchangeable size 


3-way* unit 


two may 

be installed 
in one gang 
switch box 





HL-300 — 300 watt rating with Sta-Kieen wall plate 


HLS-300 — 300 watt rating with Satin Finish 
stainiess stee! wal! plate 







| . 
| IT | 
| | I 

dod, | | 
— a 


HLQ-300 — 300 watt rating 


HLQ-3-300 — 300 watt rating with Sta-Kieen wall plate 


HLQS-3-300 — 300 watt rating with Satin Finish 
stainless steel wall plate 








pe] 
th 


























10 














ORES ESO 


HL-92072 (IVORY) HL-92073 (IVORY) HL-92074 (IVORY) HL-92532 (IVORY) 
HL-97072 (STAINLESS) HL-97073 (STAINLESS) HL-97074 (STAINLESS) HL-97532 (STAINLESS) 


Fei. ba ee -———_——_ 
O O O 
HI OFF Lo | HIOFF Lo | 


j 


C) 


| HI OFF LO | | se | he 


; 


L 


HL-92021 (IVORY) HL-92031 (IVORY) 


HL-92543 (IVORY) HL-92011 (IVORY) 
HL-97021 (STAINLESS) HL-97031 (STAINLESS) 


HL-97543 (STAINLESS) HL-97011 (STAINLESS) 


PSE ] 
~ | 
a ha HI OFF LO 
= —. 
/ | 
HI OFF Lo 





HL-92023 (IVORY) HL-92052 (IVORY) 


HL-92022 (IVORY) HL-92032 (IVORY) 
HL-97052 (STAINLESS) 


HL-97022 (STAINLESS) HL-97032 (STAINLESS) HL-97023 (STAINLESS) 


IMPORTANT — Above plates available with additional markings. 


Slater DIMSWITCHES 


with this complete line of new wall plates 


STA-KLEEN 
No grooves or ridges to 
Tough, hard, durable fireproof Bakelite 


New parabolic design 
Will not discolor 
Perfect for institutiona 


SATIN FINISHED STAINLESS STEEL ALSO AVAILABLE = 


HL-92071 HL-97071 
SATIN FINISH 


STA-KLEEN IVORY 
Eater | STAINLESS STEEL 
oe EET 


SLATER ELECTRONICS CORPORATION, GLEN COVE, NEW YORK 
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LPI Panelaire modernizes bank’s lighting, large-area 
units give comfortable, high-level illumination 


¢ Panelaire luminaires provide 110 footcandles main- 
tained illumination in the Bank of Belmont, Belmont, 
N. C. Modular units adapt easily to existing ceiling 
bays. This modernization features eleven 6’ x 6’ Panel 
aire units and three 6’ x 8’ units, suspended on 18-inch 
stems. Each unit has six 800 ma Rapid Start lamps 


GENERAL CONTRACTOR Hand Censtruction Co.; 
ELECTRICAL CONTRACTOR Belmont Electric Co.; 
DISTRIBUTOR Electrical Distributors of Charlotte; 


CONSULTING ENGINEER—F rank Wooten and Associates. 


Now proved in hundreds of applications 


The Panelaire “floating panel” luminaire was devel- 
oped and first introduced by Lighting Products Inc. 
Since introduction, its use in hundreds of applications 
has proved it to be a simple, practical and efficient 
means of providing high-level lighting. 


Fits any shape area 

Panelaire’s wide acceptance is due in part to its 
modular construction that permits unlimited freedom 
in architectural design. Luminaires in nine different 
sizes, from 2’ x 4’ to 6’ x 8’, may be ganged together, 
easily making areas, islands or lines of light. Floating 
ceilings that clear the walls eliminate costly fitting and 
installation. Panelaire 2-, 4-, or 6-lamp units come fully 
pre-assembled in individual cartons, ready to install 


High-level illumination 


Panelaire provides illumination levels up to 300 foot- 
candles. It uses Slimline lamps, high output Rapid 
Start lamps, or Power Groove lamps to provide high 
level, glare-free light for large-area applications 
Panelaire is UL-listed and is available with a variety 
of diffusers to suit your application 


for comple te injforma- 


/ 


Mail coupon 
tion, technical and photometric data 


I )= FLUORESCENT 
LIGHTING 





J 





E Lighting Products Inc., Highland Park, Illinois 


Please send latest Panelaire bulletin 
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This is a distributor. 


“In the OFM market... 
Sell ideas- and product sales 


will follow” 


Meet Bob Burbrink, aggressive salesman for the Cincinnati branch 
of General Electric Supply Company (GESCO). Bob learned all 
the angles of the products he was out to sell, then took off and sold 


ideas that created a need for those products. 


“It takes a lot of ‘know-how’ and ability to analyze 

a customer's product and then show him how your product will 
improve his. To create a need, you've got to learn 

your customer's problems and make them your problems 
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Burbrink’s formula for creative salesmanship is to start off 
each prospect with one brand new idea that would make an 
initial sale for a product stocked by GESCO. “It didn’t come 
easy! It often meant a hard battle to convince experts and spe- 
cialists that their pet designs or methods could be improved or 
that production costs could be lowered with GESCO items. It 
meant intruding in the customer's business; but in the end they 
were glad...and we got the orders!” 





Bob Burbrink discusses the dispenser warning problem 
with DuBois Chief Engineer and Manager of Dispenser 
Dept., R. E. Farison (left). 


An excellent example of Burbrink’s successful sales-creating 
technique is shown in the “Viz-A-Trol” story: “Electronic dis- 
for restaurant dish and industrial power 
washers are manufactured by the DuBois Company, Inc. of 
Cincinnati, for use with their washing compounds. Some five 
years ago the Model C-2 was DuBois’ main dispenser unit. | 
had been selling DuBois electronic tubes for use in dispensers 
when I heard about their problem. This unit used a warning 
light to indicate the need for a refill of washing compound. The 
light alone was easily ignored and a warning bell that was hooked 
up also proved unsatisfactory 


pensers washers 


I decided to brief myself on the 
dispensing units and see if | could come up with a solution.” 


Charles Rodgers, Dispenser 
Production Manager (left), 
helped produce the original 
Model C-2 Electronic Dis- 
penser and was eager to solve 
the warning problem 


“The contact bells proved to 
be nothing but headaches 
under the high humidity con 
ditions in restaurant kitchens 
Dispensers were constantly 
needing service. It reflected on 
our compounds, and | don’t 
need to tell you, in a highly 
competitive field like ours 
something had to be done.’ 





Burbrink suggested substituting an Edwards buzzer for the 
warning signal. Further experimentation by DuBois proved 
that the buzzer helped lower production costs; reduced the 
overall size of the unit; and mounted inside the cover of the 
dispenser, actually overcame the humidity problem. “Sales of 
Edwards buzzer-equipped dispensers have snowballed! The 
schedule now calls for over 4000 units a year. That's a nice 
order and it’s bound to increase. Product knowledge coupled 
with creative selling opens a whole world of potential sales 

it can’t help but pay off!” 
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“My long training period in the various company departments 
reinforced with knowledge p cked up al Edwards sponsored 
sales meetings, sparked ideas that sold DuBois. Edwards’ dis 
trict manager keeps us posted on Edwards products at regu 
larly scheduled meetings. Features of new products are pointed 
out and we get tips on where how they 
markets 
and we know we can count on Edwards’ policy of billing every 


' 
thing through the distributor. This is re 


nd how to sell them 
might provide new markets expand established 
il help and we can 
always depend on getting technical assistance in solving spe 


difficult sales 


cial problems or completing 


John Williams, Edwards 
District Manager, dis 
cusses Edwards products 
with Burbrink in the 


GESCO stockroom 





Bob Burbrink views an account as a nev 


*r-ending vigil. Re 


cently, he devised 


Viz-A-Trol” dis- 
penser unit utilizing higher-priced, non-contact, fully insulated 


an improvement to the 


Edwards Lungen buzzers that completely eliminated the hu 


TT 


midity problem in example of selling-up at its best! 


I 
*} 





The Edwards Company believes that distributors 
have an important but sometimes under-rated job to 
do in the electrical industry 
Bob Burbrink of GESCO 


are doing their job very well indeed. We're glad to be 


Often we run across men 


in distributing, like who 





able to relay their ideas 














WARDS 


Specialists in 
Dt IGN © DEVE! PMEWN . MAN ‘ URI 


Edwards ¢ 1" y Norwolk ecticut 


» Canada: Edward f nada, Ltd, Ower d. Ontori 
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EASY TO OPEN. Just pull the rip cord EASY TO USE. Insert a pipe or piece of UNLIMITED USES. Mounted on studs 
on carton. One reel holds 1000 feet of conduit through center of MINI-REEL right at the job site, it’s ready for quick 


No. 14 or No. 12 Solid Type TW. and mount it on any suitable rack use. Possibilities are endless 











MINI-REEL...A NEW PACKAGING IDEA FROM ROME! 


Who do you think will finish the job first? 


The man who works with twisted wire, pulling from the 


center of a standard coil, or 

The man who unwinds wire that can’t kink or twist as it 
comes off Rome’s new Min1-REEL? 

Answer: the second man does the job faster with MIn1 
REE! Installation is safer, too—there’s less chance of 
damaging the wire. 

You can get Rome Synthinol in eight standard colors of 
No. 14 and No. 12 Solid Type TW in this new Min1t-REEI 
package at no extra cost! 

You can unwind several reels at once in paralleling con 
ductors for control circuits and other jobs. Respooling any 


excess is easy. 


Because MINI-REEL is so compact, you save shipping and 


storage space, too! This new package holds a 1000-foot 
length of wire in the same size carton used for 500-foot 
lengths. One man can stack and load the same footage in 
less time than required for 500-foot packages. Just one 
“tag end” per 1000 feet saves scrap, beside 

Ask your Rome salesman for the Mrn1-REEx package the 
next time you need No. 14 or No. 12 TW. Or write to Rome 
Dept 1712, Rome, N. ¥ 


ROME CABLE 
DIVISION OF ALCOA 


Cable Corp.., 





SATISFIED customers 


I-T-E quality helps you 


First thing your customers notice about I-T-E 

equipment is its solid quality construction. Then 

they discover how easy it is to install. Next they I-T-E’s 7-point program 

learn how well it performs in service. All down to help you sell 

the line, I-T-E quality means more satisfaction. 

. Heavy advertising support 

. Annual distributor forums to train your people 
. Descriptive literature and counter cards 

. Participation in national and local trade shows 
. Engineering support for you 

. Broad line of quality equipment 

. Selective distributor policy 


And that means steady repeat business for you. 


There’s a broad line of I-T-E electrical equipment 

. offering you an enormous range of opportuni- 
ties to sell and profit. For big technical jobs, I-T-E 
local representatives will give you all the engi- 
neering assistance you need. I-T-E Circuit Breaker 
Company, 1900 Hamilton St., Philadelphia 30, Pa. 





Outdoor switches 


Primary substation Power switching centers 
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become STEADY customers 


win more steady customers 





Kirk key interlocks TELEMAND* motor-operated 
molded case circuit breakers 
*1-T-E Trademark 











Individually enclosed large Individually enclosed CORDON K-Line LV switchgear (600 v) 
air circuit breakers current limiting circuit breakers 





P< 





Bees ge 
$V S6 ae 


Metal-clad switchgear TRANFO-UNIT packaged substation Individually enclosed molded case circuit breakers 
(4.16 and 13.8 kv) 





|-T-E CIRCUIT BREAKER COMPANY 
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LCOA ALUMINUM RIGID CONDUIT 


heres why: 


EASY TO HANDLE, lift, load, carry, erect . weighs only lg the weight 


of conventional rigid conduit 


EASY TO CUT, BEND, THREAD no s} 
EASY WIREPULLING, smooth interior finish plu 


lubrication 


LOWER INSTALLED COST this has been proved is being proved 


time and again by cost- and quality-conscious contractors everywhere 


LONGER LIFE, LESS MAINTENANCE . Aleoa®” Conduit is corrosion 


resistant through and through . long-lasting, good appearance 
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means more profits for you... 






TTS : 
erry 
MARAE TYAN 1) 


—————_ 
spatebil ti }))) 


Bee 


more savings for your customers 


EASY TO SELL . . distributor 


Conduit their biggest boost in conduit sales and customer satisfact 
If you are not already handling this profit-making line, ask your nearby 
Alcoa sales office about our Aleoa Conduit Distribut 


Aleoa Building 


Company of America, 2146-M 


ALCOA CONDUIT IS SOLD EXCLUSIVELY THROUGH 
DISTRIBUTORS AND ELECTRICAL WHOLESALERS 


S everywhere are 


or plan. Alumi 


SE TE LI, 
ALCOA GOP ™ nce 


ALUMINUAA | RiGiD CONDUIT 
ISSUE MU-28 











lhe proudest name tn hotels reports— 


Sylvania Light Bulbs for every Sylvania Silver White 
socket in the home orovide Mercury Lamps give 

the same benefits enjoyed Viele oMCOM ich: MulelacMile ahi 
by American industry than other types 
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‘Sylvania lighting makes every moment 










In the famous Sheraton Hotels, from coast to coast 
good lighting 1 is a part of gracious liv- 


and more light per 


and in Canada, ¢ 
ing. Sheraton gets good lighting 
dollar—w ith Sy lvania lamps. Here’s the proof: 

conditions, 
White 


fluores- 


Tested under actual working 
Sylvania’s standard 40-Watt Cool 


Fluorescents —sold at standard 


‘y cent prices—deliver more than 
more light than other standard flu- 










orescents! They are more effi- 


cient than some competitive 


“premium” lamps! 





brighter for guests at Sheraton Hotels 


Ernest Henderson, President, Sheraton Corporation of Americ 


Make your own test! If vou don’t agree that Sylvania 


fluorescent lamps give better pe rformance, appearance, 


brightness and lamp life than any other brand, r 
return them to your supplier fora full refund. / S 
They're guaranteed by Sylvania’s exclusive / : : 
§ ight Insur ance Policy. 

Fora sample copy of the Sylvania Light / 
Insurance policy write to / Tare 





SYLVANIA LIGHTING PRODUCTS 


Dept 9L.-2712, 60 Boston St.. Salem, Mass 
In Canada: Sylvania t Canada) Ltd 
P.O. Box 2190, Statio O VUontreal 9 


¥ SYLVANIA®= 


Subsidiary of 


GENERAL TELEPHONE & ELECTRONICS 


am nin ith “vt 
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PARANITE THW and RAW 


Two types available for 75°C wet or dry specified applications 


MYLAR TAPED* 
PARATEMP® TYPE 


RHW 


600 V BUILDING WIRE 


NEW! PARASYN® TYPE 


THW 


THERMOPLASTIC INSU 
600 V BUILDING WIRE 


New UL listed 75> C building wire 
for wet or dry applications. Spe- 
cially formulated Paranite vinyl 
insulation. Small diameters, slick 
silicone finish, color availability 
and stripping ease all-contribute 


to reducing handling costs! 


Both UL listed 75°C wet or dry location 


Here are two improved building wire products—both offering 
you outstanding performance in similar installations. Standard colors 
available from stock in both solid and stranded, sizes 14 AWG 
through 500 MCM for the THW ... and 14 AWG through 1000 MCM for 
the RHW. Get acquainted with advantages of both wires— 
write today for complete technical information! 


PARANITE WIRE AND CABLE DIVISION 
Essex Wire Corporation, Marion, indiana 
Sold only through recognized electrical distributors 


. MANUFACTURING PLANTS: Marion, Ind.; Jonesboro, Ind.; Tiffin, Ohio; Anaheim, Calif. Alay 
® Saies Offices and Redistribution Warehouses in al! Principal Cities “em: 
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Taped with * Dupont “Mylor 
(AWG 6 and larger) to provide 
on improved moisture barrier 
with higher dialectric strength 
Resulting diameter reductions, 
better fit conduit. Saturated and 
impregnated, braided sheath, 
lubricated with special waxes to 
reduce pulling resistance 





Each Carton packaged to re- 
duce handling and labor cost 
with color-coded labels plainly 
showing type, size and color of 
wire, Also, new reel cards for 
instant identification and 
inventory contro! 
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New 
RACO 
WELDED S 


...big cost savings..| 
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New RACO welded switch boxes 
important advantages: 


—big cost savings per box 








—g, eater strength because box is project f 











ae Ie ro! 
—three sets of “straight-through” nail hé © 
| Sil Ber Sod ban goes 
—-new knockout slots at each end for easy -nailing ir malls tor taster. 
ae, ¥ a ‘ easier installation 
tight areas 

—fiat sides for quicker, smoother installation =o = .“o 

i 
Your RACO Distributor has the new welded non-gangablie, ° = 


beveled corner switch boxes with or without staked nails, 
with or without ears. Try them now for greater savings, 
easier installation. 

















ALL-STEEL EQUIPMENT INC. 


AURORA, ILLINOIS 








* No. 482 is avali- 
abie with two- 
screw plaster ears 








ELECTRICAL 
satel (-t-t- li late) 


redit Manager 


That's ReQua Electrical Supply's Herb 


Peck who uses many sources and much 


information carrying out credit policy 


LISTENING to credit news across 
counter, Peck makes mental notes as 
ReQua counterman Ray Walvoord talks, 


CREDIT MANAGER can be a 

bane or a boon to a distributor’s 

business—depending on the cus- 
tomer knowledge he can gain, and 
how he employs that information. 

ReQua Electrical Supply’s Herb 
Peck is definitely a boon—an efficient 
instrument of the Rochester, N.Y. dis- 
tributor’s “rigid—yet flexible” credit 
policy. 

“A credit manager can often help 
increase the volume of a customer's 
business through diplomatic handling 
of touchy situations,” explains Peck. 
“Unfortunately, he often enters the 
picture when the account is slowing 
up or increasing to the point where 
caution should be observed,” he con- 
tinues. 

e Velvet Touch—How does ReQua 
maintain this rigid—yet flexible pol- 
icy? “Quick character judgement, 
business know-how and on-the-ball in- 


50 


SALESMAN W. Taylor (1.): “Watch out for this one.” 
CREDIT MANAGER Herb Peck: “What's the problem?” 


telligence make it work,” says the 
credit manager, “and keep working. 

“In our company,” Peck explains, 
“much of the data essential for sound 
credit decisions is relayed back to the 
credit department by the salesmen 
who in their contact with customers 
in the field hear of events that may 
affect their relationship with their cus- 
tomers sometimes weeks—and occa- 
sionally months—ahead of the actual 
crisis. Forewarned is forearmed.” 

With this foreknowledge, a credit 
manager can do much, but what 
about the new customer or _ prospect? 
Because he believes that first impres- 
sions are usually lasting ones, Peck is 
very explicit in explaining ReQua’s 
terms to new accounts. 

“When a new customer has his first 
credit line extended to him,” Peck 
says, “he is informed that he must 
adhere to ReQua’s credit terms of 2% 
discount if bills are paid within 10 
days and payment to be made no 
later than 30 days after invoicing.” 
e Pay the Piper — It is further 
pointed out that should the new ac- 
count not pay within the discount pe- 
riod, he has to pay the penalty of not 
receiving the discount given for 
prompt payment. 

When Peck explains that this small! 
discount on a_ year’s purchases 
amounts to a considerable saving, the 
customer usually makes sure his check 
is in ReQua’s hands promptly, the 
credit manager maintains. “After all,” 
he says, “everyone is in business for 
profit and what easier way is there 
to make money than to make and 
receive payments on time? 


“Our customers adhere to this strict 

policy because they know it protects 
them. Promptness is a sure sign of 
efficiency in an organization and this 
means that their customers will get 
their merchandise on time and their 
billing promptly.” 
e Tempered With Reason—In spell- 
ing out the seemingly paradoxical 
term, “rigid—yet flexible credit pol- 
icy,” Peck says, “we don’t mean we 
are unreasonable in requests for ex- 
tension or variance of our credit 
terms where there are extenuating 
customer circumstances. 

“If our customers have a legitimate 
reason why they cannot or will not 
pay within the discount period, and 
they let us know in writing as to the 
circumstances—we will make excep- 
tion, also in writing. Through expe- 
rience, we know that some contractors 
have their money tied up in large 
jobs and don’t get paid but once a 
month,” says Peck. 

“In such a case,” he goes on, “per- 

haps a discount period of 10th ap- 
proximo will be arranged. If a cus- 
tomer’s business is seasonal, we try to 
come to an amicable understanding 
as to when payment will be made in 
order to take the discount.” 
e Smoothing Roughness — One way 
ReQua smooths out the rough edges 
of its firm credit policy is to write 
each new customer a friendly wel- 
coming letter. 

The letter states the company’s 
credit terms, the amount of credit 
to be extended and offers the services 
of the company’s electrical engineers 
in solving any or all of the customer’s 
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With an E 


ar to the Ground 





SALESMAN: “Been having words with his partner 


Let’s cut down on his credit.’ 


CREDIT MANAGER: “Hmmm 


electrical installation problems. 

Using the positive approach, no 

mention is ever made of the possibility 
of not taking the earned discount. “It 
you start right off asking for prompt 
payment, the chances are better that 
the customer will continue to be a 
good solid account,” ReQua’s 
credit manager. 
e Information, Please—To keep the 
distributing firm’s credit policy smooth 
running and constructive takes lots of 
information. 

The most important 
Peck, is the salesman. The credit man- 
ager and each salesman work together 
closely and extensively. 

They constantly analyze any trou- 
bles that a customer might have, such 
as partnership difficulties, personal fi- 
nancial problems, changes in man- 
agement—things that are not gener- 
ally known but are dropped in passing 
conversation between the salesman 
and his customer. The purpose is to 
determine whether or not credit pay- 
ments by the individual customer will 
be directly affected by his difficulties. 

“An extra duty of the salesman,” 
Peck explains, “is to act as a sounding 
board for delinquent accounts. Be- 
cause of his closeness to his custom- 
ers, he can find out reasons without 
offending and occasionally, he even 
makes a collection.” 

Another source of information 
this time aimed at finding out about 
new accounts who want credit—is a 
credit application form which the po- 
tential customer obtains at the ReQua 
sales counter. 

He fills out the form with his name, 


says 


source, says 


SALESMAN: 


address, type of business, how long in 
business and references—both bank 
and supplier. 

After all references are 

a letter of acceptance or rejection is 
mailed to the customer. All applica- 
tions and letters are kept in a confi- 
dential file for future reference. 
e Builds Customers — If a customer 
has not had enough experience on 
which to extend a line of credit, he is 
asked to “create experience” (go along 
on a cash until such time as 
Peck thinks it ripe to extend credit 
to him. 

“If the customer is sincere in seek 


checked, 


basis) 


ing a charge account,” says Peck, “he 
will not object to the temporary ar- 
rangement. If he is not sincere, he will 
usually pay cash, give our counter 
men a very hard time, and depart 
This way a possible deadbeat is safely 
eliminated at the start.” 

What about those already 
lished accounts that start to backslide? 
Here’s what Peck says: “If I think the 
customer’s problems are getting se- 
rious from the credit point of view, I 
cut down on the amount I will extend 
to him but not fast 

“This is done slowly and with 
extreme diplomacy. When the time 
comes to reduce him sharply or to 
cut him out completely, I tell the 
salesman involved simply to stay away 
from such and such account.” 
e Other Sources—As credit manager, 
Peck acts as a sort of central intelli 
gence control point. 

He attends two credit trade 
ings a month under the sponsorship of 
the Rochester Creditmen’s Associa- 


estab- 


meet- 
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“How 


can we do that diplomatically? 
CREDIT MANAGER: “Simple. Stop calling on him so often 


tion and Dun and Bradstreet 

At these meetings, methods of pay 
ment, growth potential, credit habits 
other factors that may affect 
credit are discussed among the people 
in the electrical industry. “Knowledge 
received at these meetings helps tre 
mendously in making 
sions,” Peck declares, “but at no time 


and 


credit deci 
are these credit secrets used as a sales 
tool.” 

Joint meetings of all ReQua depart- 
ment heads are another aid in helping 
the distributing firm operate smoothly, 
credit-wise. The purpose of the meet 
make that the cus 
tomers are getting good service. “We 
get many improving 
our credit operation from these meet 


Ings: to certain 


good ideas for 
ings,” says Peck 

How has ReQua’s “rigid—vyet flexi 
ble” policy worked out? “We've con- 
sistently approached the handling of 
the credit function in a positive, firm 
but-fair manner,” says the credit man 
ager, “and it has paid off in many 
benefits, both for ReQua and its cus 
tomers. 

“Not only have our losses through 
the years been kept at a minimum, 
but we that our policy has en 


gendered respect for us and also for 


feel 


the right way to conduct business. We 
have worked along with many a small 
helping when 
generally 


account advising 
asked and 
building them into sound and worth- 
That so many have 
made it is gratifying. Honesty 
honesty—that will always be our guide 
when it comes to credit policy 
Peck 


contributing to 


while customers 
breeds 


” says 
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New Features Provide Better 


Service for Firms New House 





By Robert S. Bush 


Shipping 
, office Warehouse 


8 











| 
Truck | Shipping 
loading , area 
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Kitchen 
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— ounter Counter stock room 
Lobby- | “= 4) 
appliance 


displays 
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NEW and additional location for 
Peerless Electric Supply Co. of 
Indianapolis, Ind., includes many 
features to provide additional and bet- 
ter service for the firm’s customers. 
Prior to the completion of the new 
building, Peerless maintained its office, 
sales department and warehouse in a 
four-story building near the center of 
Indianapolis’ main business district. 





Since the move last January, the main 
office has been located at the new 
site, where parking facilities are ade- 
quate. 

Apparatus, supplies and appliances 
are still maintained at the downtown 


location for pickup service in that 
area. 
e Better Stocking—The new build- 


ing contains approximately 40,000-sq 














Receiving 
area 









Receiving 
dock 





FLOOR PLAN of new building for Peer 


less Electric Supply Co. of Indianapolis, 
Ind., is keyed for pictures on following 


pages. 
40,000-sq ft 
time-saving 


front of 
includes 
floor 


(below) shows 
structure, which 
features, all on one 


Picture 


Keyed areas show number | for shipping 
) pping 


2, major appliances; 3, 
broken 


> 


counter area; 4, 


stock area for counter 


service; 


5, wire racks and cutting equipment; 6 


general offices; 


play; 8, warehouse; 9, 


- 


, residential lighting dis 
receiving 


ft, all on one floor. Sales manager Bill 
Shafer says that an Operation on one 


much smoother than in a 


multi-story operation 


floor is 

“There are many more advantages 
operation all on one 
“For instance, we use 
lift trucks and push carts for better 
and service. In our downtown 
would be pretty difficult 
to move these vehicles from one floor 
to another. Time 
by eliminating stairs or by going from 
one floor to another by elevator.” 

All fast moving items are con 
veniently located directly behind the 
counter. This is an which 
75% of the broken located 
for fast counter service. Full standard 
package stock is maintained in a 
central section of the warehouse. This 
area is adjacent to the counter stock 
area for convenience in moving items 
from one location to another. 

Shipping and receiving areas are on 
opposite sides of the building. Both 
areas are separated by doors from 
the other parts of the building to 
prevent as much heat loss as possible 


in having an 
floor,” he says 
faster 

location, it 
also 


can be saved 


area in 


stock is 


when the overhead doors are open for 
shipping and receiving. 

e Fast Service—A will-call depart- 
ment is maintained near the shipping 
area for customers who wish to pick 


up their orders without waiting to 
have them filled at the counter. The 
receiving department is at the rear 
of the building so that trucks will 


be able to unload easily and quickly 
without blocking traffic on the street 
side 

At one end of the large office area 
display of residential lighting 
hung from a suspended 


IS a 
Fixtures are 
ceiling for more attractive appearance 

In addition to the two Indianapolis 
Peerless maintains a branch 
at Anderson, Ind. Other officers in 
clude President Harry E. Rasmussen, 
Vice-President William T. Rasmussen, 
Treasurer Paul H Keller Secre 
tary Joseph H. Keller 


locations 


and 





For pictures keyed to plan turn page 


December, 1959—ELECTRICAL WHOLESALING 


53 








1. SHIPPING department is located in front of building. 2. MAJOR APPLIANCE display is in lobby of new building. 
Customers find it convenient to park in front of building to Display can be seen from street, and is the first thing cus- 
receive will-call or pickup orders tomers see when they enter reception area 


New Features (cont.) 


Large Areas Help Move Goods Faster 


- 
. 
| 


3. COUNTER AREA is “conveniently 
located near main door of new location 
There are two entrances to area 


4. ABOUT 75% of broken stock is maintained in an area behind the counter. All 
fast-moving items are located here for fast service for the contractor who wants to 
pick up his supplies at the counter 
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5. WIRE RACK area is towards rear of building in main part of warehouse. As can 
be seen in foreground, wire cutters and wire measurers are used for fast service both 
for counter customers and will-call orders 


6. GENERAL OFFICE area is large and 7. ONE AREA of general office serves 
serves as main office for new house and as residential lighting fixture display 
other two locations of Peerless room. Lights are on suspended ceiling 


a4 
wren 
eabhe 
SY ‘ys 


hoa.) 














% 


~i S eie 
8. FULL-STANDARD package stock is main- 9. RECEIVING AREA is opposit 


tained in the general warehouse, which is located ing area and docks. Thes¢ 


adjacent to the counter stock area closed off to prevent heat k 
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THE SALESMAN’S TECHNICAL NOTES No. 70 





EX PLO S | ON ‘. occurring 


within an explosion -proor 

“iting are prevented by the 
construction of the 4’ 1ing 
trom /9714t(ng combustible 
gas or dus? ourside enclosure. 








HAZARDOUS 
LOCATION 


HAZARDOUS 
LOCATION 

















SEALING 


FITTING 
a 


SEALING 
COMPOUND 


CONDUIT 





CONDUCTORS 


SEALING FITTINGS 


are tilled with a specia/ 
compour1d or Cerner? 
which hardens and pre- 
vents the passage of 
gases or vapors +trom 
one part of rhe system 
to another. 











HOT GAS FROM INSIDE 
ENCLOSURE COOLS AS 
IT 1S FORCED OUT 

THROUGH THREADS 


ONLY COOL GAS 
REACHES OUTSIDE 








a. 


CONDUIT SEALS RESTRICT 
EXPLOSION TO HOUSING 


CONVENTIONAL 
SW ITCHES used 17 Aaj- 


aradous focarions are enclosed 
in approved housings with 
a// standard Aud conrsg- 
uratirorrs. 























RECEPTACLES 
AND PLUGS of 


explosion-proor Jes1g7 are Cap- 

able of contiring arly arCS or 

sparks resulting Frere] yorrur7g 

or parting of antacrs. Some re- 
cepracles contain switch 7o deener- 
gize contacts wher making or breakirg. 
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Pinpoints the Information You Need on... 





Explosion-Proof Equipment 


By J. F. McPartland 
and W. J. Novak 


LECTRICAL DESIGN and con- 

struction for hazardous locations 

requires careful selection and in- 
stallation of equipment and materials. 
All enclosures—motor frames, lumi- 
naire housings, cabinets for panel- 
boards and switching devices, recep- 
tacle outlets, conductor enclosures 
—must be suitable for use in the par- 
ticular type of hazardous location. 

Strict conformity to the provisions 
of the National Electrical Code and 
reference to the “Hazardous Location 
Equipment” list of the Underwriters’ 
Laboratories, Inc., can effectively 
minimize the hazards of such appli- 
cation. 

The principal objective of all haz- 
ardous equipment design is to prevent 
any heat, arcs and sparks from elec- 
trical devices from igniting the highly 
combustible gases and particles which 
are normally present in areas classified 
as hazardous. 


Classifications 


Articles 500 to 517 of the National 
Electrical Code cover general and 
specific requirements on wiring in 
hazardous locations. The basic idea 
behind these requirements is that parts 
of electrical systems in or passing 
through areas where flammable gases, 
combustible dusts or ignitible fibers 
or flyings are or may be present must 
be of such construction that arcs or 
sparks cannot be transmitted out of 
the equipment or conductor enclo- 
sures to cause ignition of any hazard- 
ous atmospheric mixture. In setting 
up its rules, the Code divides hazard- 
ous locations into three classes which 
cover the range of hazardous atmos- 
pheres, as follows: 

CLASS I LOCATIONS — those in 
which flammable gases or vapors are 
or may be present in the air in quan- 
tities sufficient to produce explosive or 
ignitible mixtures. Such locations are 
further subdivided according to the 
characteristics of the type of gas or 
vapor which produces the hazardous 
atmospheric mixture. This breakdown 
is made for the purpose of testing 
and approving equipment for appli- 
cation in specific atmospheres. Under- 
writers’ Laboratories tests and 


approves Class I equipment for atmos- 
pheres—Group A, acetylene; Group 
B, hydrogen; Group C, ethyl-ether, 
ethylene or cyclo-propane gases; 
Group D, gasoline, naphtha, benzine, 
butane, propane, alcohol, acetone, 
lacquer solvent vapors or natural gas. 

When a hazardous location has 
been determined as Class I and the 
group designation has been deter- 
mined by the particular atmosphere, 
the location must then be identified 
as either Division 1 or Division 2. 
This further distinction indicates the 
degree of the hazard. Division 1 loca- 
tions have hazardous concentrations 
of the gas or vapor continuously, in- 
termittently or periodically under nor 
mal conditions. Division 2 locations are 
those in which the volatile liquids or 
gases are handled in closed contain- 
ers or closed systems and are, there- 


fore, less hazardous locations than 
Division 1. 
CLASS II LOCATIONS those 


where the presence of combustible 
dusts present a fire or explosion haz- 
ard. Based on the type of dust, equip- 
ment for such locations are further 
designated—Group E, metal dusts; 
Group F, carbon black, coal or coke 
dust; Group G, flour, starch or grain 
dust. 

Class II, Division 1 locations are 
those where dust is in suspension in 
the air continuously, intermittently or 
periodically — in quantities sufficient 
for fire or explosion. Class II, Division 
2 locations are those where the dust 
is not in suspension but where it may 
collect on electrical equipment and 
produce a fire hazard. 

CLASS If LOCATIONS — those 
where easily ignitible fibers or fly- 
ings are present but not likely to be 
suspended in the air in quantities suf- 
ficient to produce ignitible mixtures 
In this class, Division 1 locations are 
those where ignitible fibers or mate- 


rials producing combustible flyings 
are handled, manufactured or used 


Division 2 locations are those where 


such fibers are stored or handled. 
There are no group designations for 
Class III locations. 


Application 
Equipment used in Class I and 
Class II locations should be specif- 


ically designed and approved for 
both Class and Group of hazard. Such 
equipment should bear the Under- 


December, 1959—ELECTRICAL WHOLESALING 


writers’ Laboratories label, noting spe- 
cific approval. This applies to lighting 
fixtures, motors, controllers, switches, 
circuit breakers 
panelboards and other equipment 
For wiring in hazardous locations, 
rigid conduit of aluminum 
may be used with threaded fittings as 
the only Code-approved raceway sys 
tem in Such con- 
duit provides required mechanical 
protection and contains internal ex- 
plosions to prevent propagation of the 
flame to the hazardous atmosphere 
external to it. Fittings and junction 
boxes used with conduit systems must 


plugs, receptacles. 


steel or 


all hazardous areas 


be “explosion-proof” design in Class I 
locations; in Class II locations, they 
must be “dust-tight” or “dust-ignition- 
proof” types 

The NE Code covers specific de 
tails on wiring methods, use of sealing 
fittings, construction of equipment and 
grounding—for each Class and Divi- 
sion of hazardous location. Sealing 
fittings are used in conduits in haz- 
ardous locations to prevent passage of 
gases, vapors or flames from one part 
of the electrical system to another 
part through the conduit. Such fit 
tings provide for the pouring of a 
compound which fills the cross sec- 
tion of the conduit 
closed conductors, effectively sealing 
off the conduit at that point. 

Generally, seals are installed in con- 


around the en- 


duits entering enclosures for switches 
or other devices which may produce 
arcs, sparks or high temperatures. And 
the seal in each conduit must be 
placed within 18 inches of the point 
of entrance of the conduit to the en- 
closure. A seal must also be installed 
in a conduit run where it passes from 
a Class I or Class If hazardous loca 
tion into a non-hazardous area. To 
facilitate compliance with sealing re 
quirements, explosion-proof 
control devices and panelboards are 
made with 
need for 


some 


integral seals, eliminating 


conduit seals 

Hazardous luminaires are 
constructed to prevent entry of 
vapor or duct into the lamp assembly. 
And their temperature of operation 
must not reach the ignition level for 
the particular atmosphere. Luminaires 
are labeled for their specific approved 
application 
corporate integral seals 


location 


gas, 


Some such wnits also in- 


Next Month: Tools 
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Cutting the High Cost 
Of Communications 


S IT POSSIBLE to trim the time and effort—and 
money—spent in initiating, responding to and fol- 
lowing up business correspondence? 

Lester May, president of May Electric Supply Co., 
Kewanee, Ill., thinks so—and the four form notices 
reproduced (in small scale) here represent his most 
recent steps to reduce such costs. He believes they “will 
cut purchasing department letter writing in half.” 

These form notices were developed by May as a 
result of his taking the Wholesale Management Course 
given this June at Ohio State University. He explains 
Prof. William R. Davidson pointed out that needless 
time and money are spent in writing business letters. 
Much of this waste can be eliminated, he said, 
through the use of form notices, which are also easier 
to read. Another advantage: “better action.” 





MAY ELECTRIC SUPPLY CO 


KEWANEE, ILLINOIS 


PURCHASE ORDER CHANGE NOTIFICATION 








a ; _ | 


Purchase Order Change Notification—set of three. 





MAY ELECTRIC SUPPLY CO 


KEWANEE, ILLINOIS 


NOTICE OF SHIPPING OR BILLING PROBLEM 





Please correct billing Please issue credit 


(_) Piease inmue « return suthariasti Please send merchandise ordered 


J] Payment will be held up pending We will keep merchandise sent in error 
proper settlement 
Note action taken on ye p _ ators 
and return to us 


LECTRIC SUPPLY CO 








Notice of Shipping or Billing Problem—set of three. 
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MAY ELECTRIC SUPPLY CO 


y hatin wr meee ow 
MAY scons co 

a a0 rene oF 
PURCHASING DEPARTMEN 


KEWANEE, ILLINOIS 


WE URGENTLY NEED THESE ITEMS Inca diver 





imPpoRTamtT MAY ELECTRIC SUPPLY CO. 


PLEASE RETURN YELLOW COFrY 











We Urgently Need These Items—set of three. 





MAY ELECTRIC SUPPLY CO 


PURCHASING DEPABTMEN 


KEWANEE, ILLINOIS 


RQN 


dale Quotauer needed 


REQUEST FOR QUOTATION 
THIS IS NOT AN ORDER 


PLEASE QUOTE PRICES, TERMS ANI 
DELIVERY ON THE FOLLOWIN 


MAY ELECTRIC SUPPLY CO 











Request for Quotation—any number of copies 
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BIGGER slice of signaling sales will go to electrical dis 
tributors—if they act now. Hot nd fairly untouched by 


distributors, the market is being sold direct, in a big way, by 
signaling manufacturers. Some manufacturers say they don’t like 
it this way—"it’s both uneconomical and unprofitable.” They're 
looking for the best outlet—waiting for the electrical distributo1 
to latch on to opportunity. If he fails, these manufacturers will 
have to turn to other outlets 
Why should he act now? Last year, signaling sales for the 
nation amounted to $250 million. By 1970, the total is expected 
to be $500 million. Reasons: Population explosion; housing 


boom; more schools and hospitals; more hotels, industrial ex 
pansion, greater need for protection equipment—all this spells 
out a tremendous demand for more efficient ways of doing things 
Signaling equipment is one of thes 


Problems? Yes. Two or three big ones. The first is education 
Ihe second is creative selling and the third is top-notch pro 
motion. But these have been hurdled by the electrical distributor 
before. What’s more, he has a clear track: | customers are the 
basic buyers of signaling equipment. And as one of these 


buyers recently put it to an EW editor, “I wouldn't trade the 
electrical wholesaler’s salesman for all the product and material 
catalogs in the world. They're invaluable to me in practical in 
formation, assistance and service 

On the next 15 pages EW presents a special report that high 
points the why’s and wherefore’s of the signaling market's state 
of growth; that tells how distributors have succeeded in tapping 
it and listens as manufacturers voice their pro and con opinions 
on the fitness of the electrical wholesaler to hand! market with 
a glittering future 
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IGNALING equipment manufacturers have left an 

infant at your receiving door. And as one of them 
put it recently, it’s a big, “healthy, growing and crying 
baby just looking for someone to take care of it.” The 
statement was not meant to woo the nation’s electrical 
distributors into a market that’s swaying on wobbly legs. 
It's backed by a score of cold, hard facts—facts that 
suggest the “baby” is getting too big for its present 
breeches. 

But growing as the market is, the over-all pattern of 
signaling equipment distribution must be reversed if the 
electrical distributor expects to realize a substantial share 
of a market that will double its size in 10 years. 


What's the Signaling Market Worth? 


According to figures developed by the Edwards Co., 
Inc., the 1958 dollar market for signaling equipment was 
$250 million. Broken down into categories of signaling 
equipment, the market looked this way: 


Sound & intercom systems (excluding 

telephone) $85 million. 
Fire alarm systems (institutional, 

residential) $50 million. 
Traffic & R.R. signals ... $47 million. 
Industrial & OEM equipment $47 million. 
Residential & miscellaneous signals $21 million. 


Total $250 million 


Crystal-balling 1968, the signaling equipment market 
is slated to be worth $200 million more than 1958. That 
puts the figure at $450 million. And a conservative (and 
educated) guess spotlights 1970 as carrying a signaling 
market of $500 million. It sounds big, it is big—as a po- 
tential opportunity or as a potential loss. 


Whom Does Signaling Equipment Go Through? 


Only 8% of today’s signaling equipment reportedly 
goes through the electrical wholesaler. That’s one-twelfth 
of the total volume of sales. Where does the rest go? How 
much? 

Ninteeen per cent of the entire market is handled by 
the specialists, sound system distributors in the main. Ac- 
cording to one signaling manufacturer, that percentage 
is water over the dam. The electrical wholesaler will 
never regain it because here the pattern of distribution 
has already been poured into its mold. 

Seventy-three per cent of the total sales volume—the 
remainder—is sold direct, and as one manufacturer an- 
grily characterizes this type of business, “it is both un- 
profitable and uneconomical.” Outcome: if the electrical 
wholesaler could only overcome his catatonic attitude 
toward this market and get even 25% of that direct sales 
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The signaling market: how do 


figure, he would be adding over $30 million to his signal- 
ing sales. 

If direct sales by manufacturers are not whittled down 
by the electrical distributors, who will have to do some 
bush-beating to do it, then a new crop of distributors can 
rise up in this field. They are the sound system distributors 
who have 19% of the market now. But it may not stop 
with them. 

Now is as good a time as any because of the draw- 
backs attached to doing business with sound specialists. 
They are comparatively new in the signaling field, having 
been around about 10 years or so. Consequently, they 
haven't got the experience the electrical wholesaler has 
and, as one manufacturer says, “they are new at the 
game and their credit standing is still a bit shaky.” 


Why Are Signaling Sales Slated To Grow? 


The 1960's will be the salesman’s era, enhanced by a 
tremendous growth in the nation’s population, more new 
products, more housing starts and ever-increasing em- 
phasis on industrial and institutional modernization and 
safety. 

Generally speaking, the reasons behind the forecast of 
spectacular growth in signaling sales can be attributed to 
the following: 

1. Population is booming. War babies have grown up 
and are ready for marriage. This means more and more 
housing starts. Market: Chimes, push-buttons, intercoms, 
fire alarms. 

2. More population means more schools, more hospi- 
tals, more hotels and other commercial installations. Mar- 
ket: Bells, buzzers, fire alarms, annunciators and inter- 
coms. 

3. Industrial modernization means more spending for 
new plants and equipment. Added meaning: Industry will 
be looking for new systems to increase efficiency, safety— 
bring down insurance. Market: All classes of industrial 
signaling equipment. 

4. Increase in packaged equipment need means more 
components being made for the OEM market. Systems 
for schools, office buildings, hospitals and industry will be 
in demand. 

5. Tremendous increase in the number of deaths, de- 
struction and injuries by fire—an all-time high for the 
nation. Market: Above all, residential and institutional 
fire alarms. 


How Do Suppliers View the Distributor? 


What about the electrical distributor and signaling 
equipment during these growth years? Will manufacturers 
take signaling out of his operational sphere because “as 
far as the electrical wholesaler is concerned, today’s sig- 
naling equipment market is at rest, while practically ev- 
erything else he handles is in motion?” Here are what sig- 
naling equipment manufacturers have to say about this 
question. In the remarks of some are reasons for their 
disenchantment with the electrical distributor; yet in the 
remarks of others, reasons for their faith in him. Also 
evident: a propensity for ‘feeling around,’ looking for 
the right channel. 

e “For the distributor to do a good job on signaling 
equipment, he has to have a concentrated, intelligent and 
conscientious program if he wants to deliberately reverse 
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distributors fit in? 


the trend toward the specialists. If that trend keeps up, 
the signaling future is dead for the electrical distributor.” 

e “The distributor is a monkey on our back to the 
tune of 10%. Why? He gets dragged in at the last mo- 
ment by the manufacturer’s rep who is afraid of retalia- 
tion if he doesn’t. The distributor is understaffed, lacks 
education in this field and even if he had it he has too 
many other lines to move. This is the age of specializa- 
tion.” 

e “I would certainly like to see the electrical distribu- 
tor develop himself further as an outlet for signaling 
equipment. There’s a vast market for it and it’s practically 
a virgin one that has been taken for granted, until re- 
cently, by both the signaling manufacturer and the dis- 
tributor.” 

e “I don’t see why the electrical distributor should 
bother trying to become an active force in the signaling 
field. It requires a lot of engineering know-how and in 
tense concentration. They have too many other products 
to sell with a lot of profit attached to them. Look at this 
plant: $100,000 worth of lighting and one push button.” 

e “The distributor can do a better job than any other 
outlet in the electrical industry. To keep this a fact, we 
keep in constant contact with him and keep him active 
with displays, advertising and direct mail.” 

e “With the increase in signaling equipment education, 
the distributor should be able to come into this field, not 
all at once, but certainly in leaps and bounds.” 

e “The distributor must include men in his organiza- 
tion with sufficient electrical background to absorb the 
basic fundamentals pertaining to signaling equipment. In 
the sales of other electrical products, they have many 
points of entry which would permit them to encourage 
the use or sale of signaling equipment along with thei 
present lines. Besides developing their total dollar volume, 
it would assure the manufacturer of an excellent means of 
distribution of some signaling equipment in the systems 
field.” 

e “Sure, distributors do an active selling job, but not 
in signaling equipment. They don’t have the knowledge 
that surrounds the equipment and consequently they have 
to work with the factory trained salesmen, even on the 
routine jobs. We don’t have time for that. On the big 
jobs, we’d be glad to work jointly. Distributors need 
trained men.” 

e “There’s too much pressure placed on the distribu- 
tor by the producer of shelf goods. The only way that an 
electrical wholesaler will be able to do an active selling 
job would be to establish a separate department for en- 
gineered items only—completely divorced from sheif 
goods—except where coordination is needed in securing 
the total package.” 

e “There’s a fringe market where the electrical dis 
tributor and his specialist could do an awful lot of good 
for himself and the manufacturer. Right now it’s in an in- 
active state because we can’t reach it. That’s the mainly 
private, smaller type of commercial, institutional and 
non-residential construction that is put on the market at 
a local level.” 

e “The tide is turning, the boom is coming. Distribu- 
tors have to make their choice. Either take their share 
of the signaling and communications market, because it 
belongs to them, or watch the market dry up before their 
eyes and deteriorate—as it already has in sound systems.” 
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Fire Fact: More Alarm Sales 


“The 


Sales is the 


man who can generate fire alarm 


electrical distributor, especially the one in the suburban 
community. He knows everyone in town and can do them 
a great service with fire alarms.” This is what one manu 


electrical distributor's fire 
National Fire Protection 
Association, the biggest need for alarms exists in the home 
and school markets. Last all time high for 
total fires. In 


surance rates are 


facturer has to say about the 


alarm role. According to the 


year was the 


deaths, destruction and injuries due to 


rising and so are the numbers of char 
latans and racketeers who are going around the country, 
using “scare” techniques, selling a penny’s worth of pro 
Here 
then is a real opportunity for the electrical distributor to 
perform a public service and at the same time 


profits. But afford to 


tection in cheap fire alarms for “cut-rate” prices 
increase 


distributors can't wait around for 
an ordinance obligating 
These 
in being 


the distribu 


the city or town fathers to pass 
all new dwellings to have approved fire alarms 
laws are rare in the states and are very slow 
faster for 
How 
You can obtain material that will give you a great deal of 
help from—-National Fire Protection Association, 60 Bat 


termarch St., Boston, Mass 


passed. It would be better—and 


tor to go on an education campaign to educate? 


e “We have a lot of electrical distributors handling 
signaling equipment for us—but I wouldn't call them dis- 
tributors. They aren’t selling it right. You need creative 
salesmen with initiative. Electrical distributors can’t jus 
tify their position with us, they are no economic pot of 
gold. Therefore, we’re going to the sound distributors.” 

e “Look out. In a few years, there’s going to be fire 
alarm distributors, hospital distributors and ‘school dis- 
tributors. Electrical distributors? Sure, but they won’t be 
carrying signaling equipment. No savvy.” 

e “We're trying everybody in the electrical industry 
Our outlets are the electrical contractor, the home 
owner, builders, home improvement people and the elec- 
trical distributor. But if the distributor, who knows every 
one in town, can do the job 


now 


he’s got it.” 

e “For the first eight months of 1959, our volume of 
This is 
proof that the boom is coming in the signaling and com- 
munication market; and that we and our distributors have 
that dollar from the 
selling method of distribution.” 


business has increased 31° over °58 concrete 


rescued imount of volume direct 


What are Distributors Doing About It? 


In the June, 1955 issue of ELECTRICAL WHOLESALING, 
the signaling equipment market was put under the edito- 
rial microscope for the first time. Magnified a great many 
times, it showed that the electrical distributor was missing 
the boat on signaling equipment. Judging from the recent 
remarks of various signaling equipment manufacturers 
it looks like the problems were the same then as they are 
now, the only difference being that there are 
tributors facing them 


more dis 
In the intervening four 
percentage of handling signaling 
equipment has jumped from 65.5% to 72.4%. Signifi- 
cance: a number of wholesalers have sensed an oppor- 
tunity and are apparently doing something about it 
Eleven capsule success stories appear on the following 


vears, the 


electrical distributors 


pages. These case-history studies tell how those electrical 


have seen the 
itively untapped market, 
doses of advertising, 


and creative selling. 


distributors, who potential of a compar- 


are approaching it with heavy 


promotion, direct mail, engineers 


For signaling success stories, turn page 





Signaling Sales Idea-Book—Idea 1! 


They're cracking the institutional 


HERE’S BIG business in selling sig- 

naling equipment to schools, librar- 
ies, hospitals—the institutional market. 
So says Jack Vilett, president of 
Northland Electric Supply Co., Min- 
neapolis, Minn. He says that institu- 
tions are a big market, but they bring 
two tough problems: 1. Systems have 
to be tailored to a particular building. 
2. Complex jobs require engineering 
savvy plus long hours of hard work. 


ENGINEERING know-how plus long hours of hard work 


are needed on complex institutional jobs 
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Northland Electric Supply Co., has 
readied its signaling stock and geared 
its sales efforts towards the institution- 
al market. 

“After all,” Vilett, “whoever 
heard of a public school or a hospital 
without a fire alarm system for pro- 
tection?” 

e Selling the Market—In the 
year, the Minneapolis distributor has 
capitalized on the current St. Paul 


says 


past 


(right) vice 


Here, Ken Gullick Christiansen 
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president 
work on solution for 


trading area building boom. Company 
salesmen have sold signaling systems 
to new public libraries, schools, hospi- 
tals and a institution for the 
mentally retarded. 

As a result, signaling sales, accord- 
ing to Northland officials, represented 
some $90,000 last year—a figure equal 
to 1.5% of the company’s total sales 
volume. 

e Cracking the 


State 


Market—‘“The _insti- 


estimator Landis 
a signaling system. 


and engineer, and 


1959 








market 


titional market,” Villet claims, “is not 
the easiest in the world to crack.” The 
Northland president says that as big 
as the market is—so are the problems 
it brings: 

e Each system has to be tailored to 
a particular building and at the same 
time must meet state and local regula- 
tions. Meaning: “you’ve got to know 
the building codes backwards 
forwards.” 

e Institutional jobs are complex. It 
takes engineering know-how plus long 
hours of hard work with consultants 
to arrive at signal system specifica- 
tions. Solution: “get a specialist who 
can concentrate on selling to this 
market.” 

@ The Specialist—When you have a 
specialist handling your signaling 


and 


equipment sales, Northland manage- 
ment maintains, you can move more 
signals and company total sales vol- 
ume can increase since regular sales- 





TALKING about signaling equipment at Northland’s product 
theater are: left to right—Jerome Parker, Edwards Co., Inc., 
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SHOWING highlights of the product theater to a 


men would be free to concentrate on 
other lines. This is just what North 
land has done. 

Ken Gullick, a graduate electrical 
engineer, is Northland’s signal equip 
ment specialist (along with several 
other specialties). Though all members 
of the firm’s sales force are required to 
keep abreast of the latest develop 
ments, the bulk of the selling work is 
handled by Gullick. He keeps in con 
stant touch with architects and eng 
neers who frequently make final deci 


sions regarding signal equipment 
Gullick says that a seemingly idle 
conversation with an engineer may 


turn into the sale of a big system two 
years from now. 

e Service—An answering service per 
formed by Northland often results in 
sales at a much later date than when 


representative; Odell Timesand 
tractor and Donald Peterson from the 


TT 





a 


contractor is salesman T. Thompson 


Frequently 
answer 


the service was performed 
Northland is ques 
tions about applications of a particu- 
lar piece of equipment. Even though 
there’s no promise of an immediate 
Northland personnel answer as 
quickly and completely as possible 


called to 


sale, 


good insurance that eustomers will call 
up next time, perhaps for business. 

e Product Theatre—Northland uses 
what it calls a “Product Theatre” pro- 
gram (EW—Nov 89) in order 
to familiarize customers with new as 
established products. Each 
week a manufacturer is invited to dis- 
play his products in a special area op 
posite the city Manufacturers 
exhibiting are required to 


"55. 1) 


well as 


counter! 
assign a 
epresentative to man their displays, 
so that 
tions and demonstrate their 


they are able to answer ques- 
wares. 


| 


i Minneapolis electrical con 
Mpls. Electric ServiceCo 
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Signaling Sales 


Idea-Book—Idea 2 


SUPER promotion is why this new homeowner is in the Mid-Island show- 
room; is why fixture salesman Burt Friedman is able to make a fixture-chime 
sale. Customer was sent there by builder—due to big promotion. 


Builder-geared promotion that 





1D 
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‘ 


a 


| 
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See: 





ADVERTISEMENT 


b4 


8 A.M.-6 P.M. Saturday, September 27 °* 


More than |.000 
Lightolier 


devices: hi-f 


|SLAND 


ELECTRICAL SALES CORP. 
LIGHTING FIXTURE CO, 


INC. 


Cordially invite you to their second annual exhibit 


“THE WONDERFUL WORLD OF ELECTRICITY” 


6 P.M. to Midnight, Friday, September 26 
Admission Free 


Every day of our lives, electricity helps us live better. It brings beauty, 
safety, comfort and practicality to lighting, heating, cooking, com- 
munications, and many other facets of our daily lives. Now, for the 
first time on Long Island, Mid Island presents the electrical magic of 
tomorrow .. . Here today—for you! 


different examples of the latest styling in lighting fixture design by 


Stiffel, Feldman, Framburg and many others The newest in electrical 


' 
ntercoms, fire and burglar alarm systems, automatic lighting controls 


tchen app! pier diant-glass heating units Housepower in Action 
9 9 


in local newspaper spotlights one of two builder shows. 





| 
| 
al 


OTAL door chime sales at Mid- 

Island Electrical Sales Corp. for ’58: 
$20,000. Recently: 450 chimes sold in 
one week as tie-ins with fixture sales. 
New life has been shot into this kind 
of signaling selling. How? “Super” 
promotion, zeroed in on home builders 
and owners. 

According to vice president and 
sales manager, Len Forrest, big pro- 
motion can be worth one thousand 
times the expense it involves. 

The Mineola, N. Y. distributor's 
promotion program takes a split in 
three different directions, but its prime 
purpose is this: to keep the name of 
the distributor constantly before the 
builder. Mid-Island does it with a huge 
direct mail campaign; with builder 
shows and advertising and all-around 
good public relations. 

“When the builder sends the home 
owner to us for fixtures,” Forrest ex- 
plains, “we’re ready with fixtures and 
chimes. But we’ve got to make sure 
that the builder sends him to us. We 
have to be the first ones that come to 
his mind,” Forrest says 

What does this super promotion 
consist of? Mid-Island gives these 
three pointers: (1) Intense and contin- 
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RESULTS in chime sales come by strong mail campaign, ad 
Len 


vertising, builder-aimed shows. Here, 
homeowner select fixtures and chimes. 


FIRE ALARMS 


Forrest 
addition 


helps a 
man new fire 


brings in more chimes sales 


uous direct mail campaign aimed at 
old, new and potential customers. This 
campaign emphasizes lighting fixtures, 
but also ties-in chimes and other sig- 
naling devices. (2) Builder’s 
run and staged in the Mid-Island show- 
room and well prefaced by advertising 
and R.S.V.P. invitations. (3) Advertis- 
ing and editorial space in local news- 
papers and trade publications. 

e “Black Mailer”—The direct mail 
program consists of a two-part for- 
mula employing a black and white, 5- 
x 8-in card called the “black mailer,” 
and a follow-up letter inviting the 
builder to the Mid-Island showroom to 
look over the standard and 
lighting fixtures. 

Ihe black mailer points up the ad- 
vantages of doing business with the 
Mineola distributor. The second mail- 
ing, which is the follow-up letter, goes 
to more detail and invites the builder 
to the showroom. 

Here’s the planned outcome of the 
direct mail scheme: the builder gives a 
fixture allowance to the homeowner 
He then sends the homeowner to Mid 
Island where the homeowner picks out 
the standard fixtures designated by the 
builder—or he can pick his own fix 


show 8, 


model 


tures by going over and above the fixed 
builder’s allowance. With each sale of 
fixtures for the newly-built home, a 
sale on a door-chime is made at Mid- 
Island. 
e Shows—lIn recent thousands 
of people were attracted to two build 
er’s shows at Mid-Island. These shows 
were run and staged in the Mid-Island 
showroom and proved to be very suc 
cessful, according to Forrest 

The two meetings, held veal 
apart, were well prefaced by letters to 
manufacturers and R.S.V.P 
to builders, contractors and 
Pictures of builders’ model 
were taken beforehand and were dis 
played at both shows 

Results: “The builder 
plains, “might put up 
hundred Every 
have a chime 


years, 


one 


invitations 
architects 
homes 


Forrest ex 
two or three 
house has to 
If the builder sends the 
homeowner to us for fixtures, that’s 
two or three hundred chimes right off 
the bat.” 

e Advertising—In hard 
hitting direct mailings and builders 
shows, Mid-Island also does extensive 


houses 


iddition to 


advertising in local 


trade 


newsp ipers and 


papers, and couples this with 


strong public relations that snare edi 
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Walshe (left) studies 


alarm sy 





ilso big business. College engineer 1 
with Mid-Island salesman Doug Gutter 
stem. It took 8 months of saleswork 
torial pieces in local newspapers 


All three parts of this program have 
combined to 
percentage figure of 5 of the 
Mid-Island 

Ihe future? It 


sales 


total 


give a door-chime 
showroom sales 


holds a big increase 


for door chimes because, says For 
rest, “people have become more and 
more house-conscious—plus the fact 
that population is really growing. Add 


the two together and you have a lot 


of chimes that ire going to be sold by 


the distributor who taps the market 
ight.” 
Other Markets 

Door chimes aren't the only signal 
ing devices that Mid-Island pushes 
Fire alarms, bells and horns are also 
part ol the I stock General overall 
signaling sales have increased 10 In 
the past year because education as to 


signaling equipment’s values has cre 


ited a need for it in colleges and pri 
vate schools that are seldom protect 
ed, and in industri nts where effi 
ciency has become a by-word 

Mid Island has esti ted a 30 in 
crease in complete signaling systems 
ind parts replacement in the next five 


vears 
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rWO specialized approaches to selling 
the signaling market summed up by 
distributor Dever (left) and distributor 
Holmes (right-facing page) 


OW does the future look for sig- 
naling sales? Dever & Edds, Inc., 
New York City, says they’re slated 
for only one thing—more. The New 
York distributor got into signaling 
equipment early in the game and 
started specializing right away in sell- 
ing signaling equipment to the indus- 
trial market. According to President 
John R. Edds, this was a step in the 
right direction and is a big factor in 
the firm’s signaling sales success. 
For now, it’s concentration on the 
industrial market, but there’s a new 
one that the firm is beating a path to 
—OEM’s. “You can never tell what 
you're going to find there,” says Ed- 
ward Dever, vice president of the 
firm, who is pictured above. 
e Drum Beater—What’s behind the 
concentration on the industrial mar- 
ket? “Literally hundreds of thousands 
of electrical products are on the mar- 
ket today,” Edds explains. “Nobody 
but nobody—can sell them all and do 
it right. That’s why we channel most 
of our sales efforts and stocking poli- 
cies toward industrials. 
e Slow Realization — Why signaling 
equipment? Edds explains this when he 
claims that without signaling equip- 
ment he would be like a “grocer with- 
out canned goods. More and more,” INSIDE salesman Arthur Hirschberg checks a manufacturer’s 
he says, “industrial organizations are three-point signaling sales concentration program. Object: to 
coming to realize the importance of learn strong and weak points in customer's signaling set-up 
signals and signaling—both in main 
tenance and OEM applications. They other types of electrical equipment. OEM’s. There’s going to be a big in- 
make for a_ safer, more efficient Edward Dever, explaining tie-in crease in the signaling business in the 
plant.’ chances, says that signaling sales don’t next year or so, reports Dever. “We’re 
e Extra Volume—dAccording to the stop with bells or horns or a fire alarm not only going to get a little stronger 
New York distributor, signaling is an system. They go on to include wire, in industrials—but we’re also pushing 
important phase of the business, conduit, connectors, tools —‘“a full towards something new. OEM’s. 
not only for the sales volume range of electrical equipment.” We're going to make more and more 
it alone represents, but for what Another market that Dever & Edds_ calls and cut a wider trail in that 
it brings the firm in the sale of is setting its selling sights on is the direction.” 
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“We help contractors bring in sales’ 


LECTRICAL CONTRACTORS are 

the key to the successful selling of 
residential signaling equipment. They 
are in the best position to recommend 
new chimes and even fire alarms. Why? 
Because they are the ones who actually 
get inside the consumer’s home. They 
can see first hand what is needed in 
the way of signals. 

This is the opinion of Lloyd W 
Holmes, president of Holmes Electric 
Supply Co., Portland, Me. (pictured 
above). To prove his point, Holmes 
has developed a contractor-aid pro- 
gram that gives his customers a double 
assist in tapping the signaling equip- 
ment market. 


It’s a two-point program that com- 


bines contractor business cards and 
meetings On new and _ established 
products. 

e Showroom Biz—tThe first part of 
the Holmes two-pronged plan for con 
tractors can be said to be, “in the 
cards.” Contractors in the Holmes’ 


trading area are now receiving business 
them 
are for 


cards with their own name on 


These cards of introduction 


the purpose of inviting prospects to 
Holmes’ lighting showroom, which 


also displays chimes. Contractors dis 
tribute these cards to their customers 
When a prospect comes to the show- 
room chimes along with 


and buys 





ba] 
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lighting fixtures, sales are then imme 


diately credited to the electrical con 
tractor 
“When 
fixtures,” 
really in 
a natural 


chimes 


homeowners select lighting 
they 


mind 


Holmes claims, are 


It’s 


door 


a buying frame of 
them 


By displaying these two prod 


time to. sell 


ucts side-by-side, then actively selling 
our combination—we 
the dollar 
Holmes stated 

e Killing Indecision—On the wall of 
the showroom, Holmes has placed a 


really ring up 


signs on door signals 


chime display Products 
10wn here range from the simplest 
and least bell to the 
most elaborate, eight-note chimes. In- 
directly 


complete 
st 
expensive door 
lighted, the chime display is 
wired and connected, ready for use at 
all times. Holmes says that the chime 
display helps eliminate prospects’ inde 
“The the 


unit,” he helps them 


cision point of purchase 


Says, compare 
appearance, type of note and price of 
the entire line of door 


signals.’ 


Below the chime board there is 
another logical tie-in—a pushbutton 
display 
e Down Payment—Holmes’ aid to 
the contractor doesn’t end with the 
business cards and showroom. To help 
his customers better understand the 
scope of signaling, he has invited con 


tractors to attend meetings at which 
new and established products are dis 


cussed in detail 


According to Holmes, this sells the 
contractor on signaling and acts as a 
good down payment on future bu 
ness Contractors apply what. the 


learn in these sessions 
“Before 


cludes 


Holmes state: 
know ee he con 
Iling 


you 


you are sel more chime 
alarms, bells, buzzers 


the works!” 


pushbuttons 


SERVICE—Salesman Ray Lay (left) shows contractors Jack 
Sterling and Glen Davis highpoints of Stokes’ service. It’s 


HERE’S HOT signaling sales com- 

petition in Knoxville, Tenn. L. H. 
Edenfield, vice president of Knox- 
ville’s Stokes Electric Co., says that the 
only way to be a top distributor is 
to give “service, service, and more 
service.” 

“Every distributor,” he points out, 
“carries pretty much the same signal- 
ing equipment. This means you've got 
to offer more than just products.” 


Different Meanings 


Service helps Stokes more than just 
hold its own with present and prospec- 
tive customers. Furthermore. service 
also means different things to different 
people. 

e Contractor—To contractor Glen 
Davis it means complete stocks. “If 
you're paying electricians’ wages,” he 
says, “you want him to be able to pick 
up a couple of vibrating horns, 10-in 
bells and a heavy duty transformer 

all in one place.” 

e Engineer—Chester McCallum, 


e 


knowing exactly what will fill the bill—helping time-pressed 
contractors decide what they will 


need to meet the specs. 


Service, service, service, — 


consulting engineer, says that Stokes’ 
service means willingness to help. 
“Call Edenfield for information,” he 
says, “on the most complex equipment, 
and he'll try and fire it back at you 
within the half-hour. That’s mighty 
important to an engineer making up 
specs.” 

e Salesman—To the man who is giv- 
ing service every day, it means know- 
ing exactly what will fill the bill. 
Stokes salesman, Ray Lay, says 
“we've got to be able to help contrac- 
tors decide what they need to meet 
specs. There are lots of things, on sig- 
naling specs especially, that a contrac- 
tor just hasn’t got the time to find out 
about. So we study them, check back 
with manufacturers, and come up with 
the equipment that allows contractors 
to meet specs and still get a low bid 
in.” 

e Management—To President 
Edenfield, service means one more 
thing—and that’s trained personnel. 
By trained personnel, Edenfield means 
people who know the signaling field 


Vice 


ground up. “They have 
to know all the answers and if they 
don’t—they have to know where to 
get them,” he says. 

e On the Job—Having the right mate- 
rials and knowing what equipment will 
best do a given job is only part of the 
Stokes service policy. 

Once a job is landed, progress is 
anticipated, then on-site delivery of 
material is scheduled in ample time 
for use. Checking and re-checking, 
then making changes to allow for de- 
lays or speedups are also important in 
enticing the old customers to keep 
coming back and attracting new ones. 

Aside from the usual distributor aids 
in developing new prospects, Stokes 
“bird-dogs” the jobs that haven’t or 
won't be published. “We begin follow- 
ing these leads right away,” says Eden- 
field. ““We track down the engineer or 
architect who will design the job, ask- 
ing when the job will break and when 
signal and other electrical equipment 
will be needed. From = 


from the 


then on,” he 
says, “it’s the service that sells.” 
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Signaling Sales Idea-Book— 
Idea 5 





SERVICE—L. H. Edenfield (right) works with consulting engineer Chester McCallum 
of Barber & McMurry. Says McCallum Stok * service means fast assistance.’ 
Says Edenfield: “Know all the answers. If not, know where to get them 


keynote to signaling sales 





’ — SERVICE—S | ft potlight 
i inothe! et of Stok . n the con 
tractors of H I ws contractor 


Steriing ti ) p ' of Stokes’ signal 


f tock if | ng electrician 


Backing salesmen with engineers 


OUR POTENT points to hypo the 

sales of signaling equipment have 

been used successfully by the George 
H. Wahn Co., in Boston, Mass. 

ONE: Signaling sales belong where 
they started—with the electrical dis- 
tributor. 

rWO: Promotional problems 
the same as with any other type of 
electrical product—it takes strong ed- 
ucation, good salesmanship 

PHREE: Emphasize signaling 
equipment at all sales meetings. It may 
not be bread and butter to salesmen, 
but it’s a good complement to a light- 
ing sale in an industrial plant. 

FOUR: Educate salesmen. Give 
them a knowledge of electrical en- 
gineering and back them up with an 
engineering staff—it’s the key to the 
signaling market. 

“We're hitting all the markets,” says 
Leonard Sprague, vice president of 
the Boston distributing firm. “From 
central stations to OEM’s, salesmen 
are pushing signaling. We emphasize 
signaling every two weeks at 
meetings. We use direct mail, adver- 
tising and demonstration. We have 
made customers more conscious of 
signaling equipment by educating them 
to the fact that with the advent of 
electronics, equipment has improved 
and more stress is being placed on ef- 
ficiency through modernization.” 

Result: In the past two years there 
has been a ten per cent rise in sales. 
For the next year or so, Sprague pre- 
dicts another ten per cent rise in sig- 
naling sales. The future? Sprague says 
it looks “very good.” 

e Training Program—Each and ev- 
ery new man joining Wahn must go 
through a semi-formal course in the 
basics of electrical engineering. There 
is no ume limit set for completion of 

It runs as long as the 
want. The teachers are the 
engineering staff at Wahn. They are 
the ones who back up the Wahn sales- 
men by doing signaling system layouts 
with the help of the manufacturer's 
representative—when 

However, the special training which 
the Wahn stafl 
gineering makes Sprague feel confi- 
dent that each man on his sales stafl 
could, if necessary, lay out almost any 
electrical system. 
e Sales Method 
necessity,’ opines Sprague. “They are 
the key to the market.” 


are 


sales 


the course 


“students 


necessary. 


gets in electrical en 


“Engineers are a 
signaling 
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“but it takes creative selling .. . 
When a Wahn salesman calls on a 
customer, he makes a special point of 
calling on production and develop- 
ment engineers to discuss products and 
where possible, to offer technical in- 
formation and assistance. 

When a salesman comes up with an 
idea that he thinks will click, he first 
discusses it with a Wahn engineer. If 
the proposed unit is (1) suitable, (2) 
easily installed and (3) favorably 
priced, the salesman then prepares a 
presentation outlining the advantages 
of the item. 

“It’s not easy to en- 
gineer a new unit will improve his 
pet design,” Sprague comments. “But 
if your men are creative enough and 
are willing to go out on a limb for 
ideas they believe in, then you can't 
miss.” 

e Five-Figure Order—Sprague’s prem- 
recently illustrated when 
contracts were let for the St. Law- 
rence Seaway dams. An engineering 
firm that Wahn had been calling on 
and helping in solving signaling appli- 
cation problem received one of the 
contracts. The firm was to design and 
supply generator maintenance equip- 
ment. During preliminary design, en 


convince an 


ise Was 














Signaling Sales Idea-Book— 
Ideas 6 & 7 


“and an engineering staff” 


gineers ran into an annunciator prob- 
lem. To help solve it, they called in 
Wahn. Technical manuals and speci- 
fications were pored over and double 
checked, until finally a custom-made 
annunciator board, one the engineers 
hadn’t considered, was decided upon. 
But first the advantages over all other 
types had to be pointed out. Dubious 
at first, the engineers finally decided. 
The order came to $50,000 
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PURCHASING AGENT Fred Eisen 
looks over well-stocked shelves that have 
more than once been able to answe! 
shortages of signaling equipment in the 
Milwaukee, Wisc. area. From buzzers to 
fire alarms, emergencies can come and 
Lappin says they will be ready for them. 


Full stock spurs 


Sportive the fullest possible range 
of signals—from buzzers to com- 
plete heavy-duty fire alarm systems— 
and a continuous year-round sales ef- 
fort to sell signaling equipment: these 
are the two secrets of Lappin Electric 
Co.’s success in the signaling field. 

e Fire Alarms—The Milwaukee dis- 
tributor’s fire alarm system stock has 
brought the firm new business more 
than once. During the winter of 1954, 
for example, the Wisconsin Industrial 
Commission, in order to reduce loss 
of-life fires in multi-family dwellings, 
enforced legislation requiring installa 
tion of non-coded, supervised fire 
alarm systems. 

Lappin Electric was ready for this 
move. According to contractor Gerald 
Lemberg, there was considerable anx- 
iety on the part of many building 


CONTRACTOR Gerald Lemberg 


display by S. M. Habush, head of the 
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year round sales 


owners. “They had to get fire alarms 
installed quickly. You can imagine the 
supply problems we were up against 
Lappin had the required 
systems in stock though, and I was 


plenty ol 


able to help out our old accounts 


What’s more | got a lot of new 
customers.” 
e Sales Effort—A_ consistent year 


round sales effort is made by Lappin in 
the signaling field. Special sales drives? 


According to Gerry Lappin, president 


of the company, “we don’t run those 
isolated campaigns. We _ prefer to 
maintain a steady, continuous one, 
reminding our customers of the im 
portant behind-the-scenes job that 


signaling does. Our salesmen’s job is 


to educate contractors to recognize 
the need for such equipment.’ 


e Sell-Sessions——Regular weekly sales 


LOADING 
items, 


is shown chime 


department 





A Le 


Station wagon with 
Lemberg takes full advantage of Lappin’s hefty stock 


role in 


play an 


meetings important 


keeping up a high level of signaling 
sales activity. At least three times each 
year, signaling manufacturers are in 
vited to these forums to discuss new 


products or new applications for es 


tablished signals 

e “Drummer”—Regular bulletins are 
the 25-man Lappin 
force. Purpose: to stimulate the think 
ing of the salesman and give him ideas 


issued to sales 


on how to signaling sales 
The Lappin the firm’s 
catalog, has sparked signaling sales by 


increase 


Drummer”, 


strategic placement of pages devoted 

to staples, chimes and systems 
Well and 

round with 


stocked shelves yeal 


selling, combined sales 


meetings, bulletins and a catalog are 


the reasons behind Lappin Electric’s 


signaling sales success 


chimes and other signaling 
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Creating a need with demonstration 


Signaling Sales Idea-Book— 


ideas 8 & 9 


USES of 10-in. bell are highlighted for a contractor by salesman Frank Oddi. 


CCORDING to Grand Light & Sup- 

ply Co. in New Haven, Conn., 
demonstration is one of the best ways 
to sell signaling equipment. Visual 
presentation, the company maintains, 
not only shows how the equipment 
works, it also creates a desire for 
the product—something you just don’t 
get from a picture or a spec sheet. 

Demonstrating a bell or a horn on 
sales calls gives Grand Light men 
something tangible to talk about. The 
customer sees how the unit works 
and he also hears it. 

Here are two unusual examples of 
how the demonstration technique paid 
off in signaling sales for Grand Light 
salesmen. 

1. Highway Construction— A _ con- 
tractor needed a signal to call his men 
off a highway construction job, but 
workers were sometimes as far as a 
mile from the timekeeper’s shack. 
This meant that the timekeeper and 
his assistant had to drive to the work 


72 


areas and blow whistles to signal 
starting time, rest periods and work 
stoppage. In addition to wasting time 
and effort, this system was often in- 
effective since bulldozer and crane 
operators couldn't hear the whistle 
above the noise of their machines 

Grand Light salesman Joseph Braus 
suggested that the road-builder use a 
vibrating horn to signal his men. The 
contractor, however, wasn’t con- 
vinced. Even spec sheets detailing the 
horn’s decibel ratings couldn’t con- 
vince him. He had to be shown. 

To prove his point, Braus took a 
horn out of stock, put it in his car 
and drove to the construction site. He 
arrived shortly before 4:00 p.m. 

Wiring the horn took minutes. At 
the stroke of four he asked the con- 
tractor to push the signal button. All 
it took was one blast. The workers 
began moving toward the timekeep- 
er’s shack. Outcome: the contractor 
bought the horn and other contractors 














in the construction industry became 
new and regular customers of the 
Connecticut distributor. 

2. Industrial Installation—Because of 
extremely high noise levels in a plant 
shop area in New Haven, plant en- 
gineers decided to replace two existing 
signals with more effective units. Out- 
lining their requirements, engineers 
noted that signals must produce two 
different and must operate at 
230-v. 

Grand Light salesman Lou Aurora 
recalled that only an industrial horn 
was made in that unusual voltage. But, 
he explained, the horns could be ad- 
justed to produce different volumes. 
To achieve the desired difference in 
tone, he suggested using a double pro- 
jector model. 

The engineers did not agree. Aurora 
came back the following evening after 
the plant emptied and only the main- 
tenance man was present, this time 
with the signals he had suggested. 
After installing them in the working 
area, he adjusted and tested the sig- 
nals until he was satisfied with the 
tonal and volume differences. 

Next morning, the engineers re- 

peated the tests under actual operat- 
ing conditions. It worked. The plant 
bought the horns and the demonstra- 
tion approach showed up again as the 
surest sales winner. 
e How’s Business?—1958 has shown 
definite increase in the number of sig- 
naling sales. Grand Light gives two 
big reasons for this: (1) School con- 
struction is on the increase. This 
means more and more signaling 
equipment needed. (2) Industrials are 
waking up. They are becoming more 
and more conscious of the need for 
signaling equipment. 

Grand Light says that the more 
these markets are shown the advan- 
tages, the greater becomes the need. 

How does business look? Grand 
Light says that it will rise 20% in sig- 
naling sales in the next 12 months. 


tones 
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AD MAN Leonard Tritico revises “SESCO Salesman,” part of firm’s. . . 


Five steps to more sales 


- 


OFFERING: QUALITY 


MATERIALS @ COMPETIT! 
COURTEOUS SERVICE @ AMPLE PARKING @ 


THE SESCO | 
SALESMAN 


VE Prices 
ARGE STOCKS 














SOUTHERN ELECTRIC SUPPLY CO 


ALL ITEMS SHOWN CARRIED IN 5 CONVENIENT LOCATIONS 





# TO DATE NET PRICE CATALOG KO. 60 








THIS catalog brings 


FULL measure of exposure to 

signaling equipment via 2 five-step 
direct mailing campaign, has been cre- 
ated by Southern Electric Supply Co., 
Houston, Tex. The program tells the 
distributor’s customers about signaling 
equipment and, according to Frank 
DeWalch, vice president of the com- 
pany, it’s really made signaling sales 
jump. 

Envelope stuffers are not, except for 
very special situations, a part of the 
mailing campaign. “Stuffers are fine 
if you want to tell contractors about 
door chimes,” DeWalch explains, “but 
they are not very effective when you 
want to tell engineers about annunci- 
ators.” 

Each piece of signaling literature 
contains product information. Sent out 
under SESCO’s five-point program, 
the mailings act as a silent salesman 
that bring in a great deal of signaling 
business. 


in signaling sales 


e One: Classification—The first of the 
program has been to set up a 
mail department. The following 
method has been used to eliminate 
broadside mailings; the names of all 
company 


direct 


customers are recorded on 


TABBING improvements, on 1,500 ad 


dress plates, are discussed by operator 
and a vice president, Don DeWalch. 





December, 1959—ELECTRICAL WHOLESALING 






addressograph then broken 
down into 30 broad categories (util 
ities, municipal accounts, REA ac- 
counts, etc.). Accounts are then further 
classified into geographic locations. In 


the case of 


plates, 


classification 
building 
codes under which the contractors op 


contractors, 
is made according to the 
erate, 

e Two: Salesman’s Role—The 
man is responsible for maintaining a 
constant line of communication be- 
tween his accounts and SESCO. He 
must select the proper signaling bul- 
letins for account he handles 
This procedure insures that each and 
every mailing will be of interest to the 
recipient and not just another scrap of 
paper headed for the waste basket. 
e Three: Inquiries—Upon receiving 
inquiries, signaling manufacturers usu- 
ally 
the name of the nearest electrical dis- 
tributor, then pass along the inquiry to 
that distributor. When Southern Elec- 
tric is notified, it again sends out sig- 
naling literature, but this time with 
In this way the 
SESCO is and 
where to get in touch (the company 
branches). DeWalch says that 
it lets prospects know that we are in- 
terested in them.” 


sales 


each 


send appropriate literature plus 


the company’s imprint 


prospects learn who 


has 5 


e Four: Screening—The fourth step 
in the program is to screen all pros- 
pects making inquiries, with a tele 


phone call. Why? SESCO says it saves 
A visit to a customer 
whether he 


a lot of money 


to find out was just curl 


sincerely interested, costs far 
a phone call that can de 
termine the same thing. “We want all 
our calls to count,” says DeWalch. If, 


the phone call, it’s 


ous OF 


more than 


on the basis of 
found that a prospect is interested, a 
SESCO salesman and if it seems nec 
manufacturer’s man make 
Prospects can then talk with 


“This 


essary, a 
the call 
men who understand signaling 


builds confidence in the distributor, 
and they remember us next time a 
reliable recommendation is needed,” 
claims J. P. (Jake) Hamblen, char 
man of the board 

e Five: Catalog—The most impor 


tant catalog that the Texas distributor 
is the “SESCO Salesman,” 
n annual basis but, be- 
bringing in 


sends out 
now issued on a 
cause of it’s success in 
business, soon to become a quarterly 
some 


engi- 


mailed to 
architects, 


publication. It is 
4,000 
neers and industrial accounts and con 
tains a number of devoted to 
signaling equipment. SESCO plans to 
add another page of signaling product 
information because, “the catalog is 
our silent Hamblen, 
“it can sell a good deal of business 
all by itself.” 


contractors, 


pages 


Says 


salesman,” 
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ADVICE is given contractor by Manager J. Hennesy. 85% of 


Swift’s customers 


small contractors with new ideas. 


Setting sights on the residential market 


IRE alarms, bells, buzzers and 
chimes, have all taken a good 15% 
boost in sales volume at Swift Elec- 
tric Co., Nanuet, N.Y. in 1959, 
According to August Sodora, Swift 
Electric’s buyer (he’s headquartered 
at the main office in Union City, N.J.), 
five reasons for the boost 
in signaling sales. The first is increased 
cooperation between the electrical dis- 
tributor and the manufacturer. Sec- 
ondly, “Nanuet, N.Y., is undergoing 
a continual residential building boom.” 
Third, contractors in the Nanuet area 
are more or ‘new fellows” 
with new ideas. They are not afraid to 
install a fire alarm in a home. Fourth, 
“The people in this area,” says Sodora, 


there are 


less the 


are becoming more electric-living con- 
scious and more modern in their out- 
look.” 

“We're selling more fire alarms than 
ever,’ Sodora claims. “It looks like 
protection systems in the home are 
the trend that’s going to boom.” 

But the fifth and biggest reason 
why Swift is selling more is this: sales- 
men are pushing all the time. During 
the weekly sales meetings the staff in- 
vestigates in depth one signaling prod- 
uct and its applications. Then for a 
solid week, the salesmen aggressively 
sell that product. At the end of the 
year the company has found that its 
sales force and its customers both have 
a working knowledge of the full range 


Selling chimes—creatively 





lg 


ia 
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PENSIVE contractor (left) appraises 
$95 chime that Matheson is explaining 
This particular contractor directs his 
work at the more expensive houses. 
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ttt HERE IS something to this chime 


business,” says Del Matheson, 
president of Del Matheson Electric 
Supply, Inc., West Hartford, Conn. 
Matheson, who opened for business 
five says that the sale of 
chimes will get larger every year. 
“Population is booming,” he explains. 
“This means mass movement to sub- 
have to be built to 
influx. Therefore,” 
“more houses, 


years ago, 


urbia. Houses 
accommodate the 
Matheson 
more chimes.” 

e Creative Selling—But the rise in 
the number of housing starts doesn’t 
automatically mean more and better 
chime Matheson claims that 
there’s plenty of room for creative 
selling and the type of promotion that 
brings contractors and builders back 
e Woman’s World— Using the philos- 
ophy that it’s the woman who makes 
the other half of the decision on buy- 
ing the new house, Matheson tells 
his customers that it’s the little things 


concludes, 


sales 


of signalling equipment products. 

Eighty-five per cent of Swift’s cus- 
tomers are small electrical contractors. 
“These,” Sodora says, “can’t possibly 
maintain engineering staffs, conse- 
quently, they look to Swift for advice. 

To merchandise its information 
contractors, Swift works 
closely with a manufacturer that sup- 
plies him with the information on 
electrical products and systems that 
they may need 

“We think,” says Sodora, “that it’s 
important to have contractors con- 
stantly calling on us with problems in 
the signaling field. But it means we 
really have to know our stuff and be 
able to pass it along.” 


services to 


that can be the deciding factors in a 
home “The color of the paint, 
the fixtures, the chimes,” he claims, 
“are the things that the woman spots, 
the keys to the sale. By spending a 
little more money, the small contrac- 
tors and builders can easily sway the 
potential homeowner.” 
Matheson offers this good example: 
“We doubled the business of one 
contractor by convincing him that the 
chimes should be installed before the 
home is up for pointing out 
the enhancement value of a single 
chime. Now that he’s gone to more ex- 
pensive houses, we’ve jumped him to 
more expensive chimes, this time 
pointing out that $400 worth of fix- 
tures do not warrant an $11.95 chime. 
“Business is 100% better than last 
But chimes are not the only 
there are push-buttons and in- 
the latter being a good 
the new _ electronic 


sale 


sale, 


year 
items: 
tercoms too, 
tie-in with 
chimes.” 
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Hard galvanized finish for durability; polished satin lustre for lasting good looks, 


hyp 


S 


i,../f it’s CIRTUBE EMT 


lo 


Even EMT can look good 


(¢ , 
~ (S} 
fa 


ey 


sf 


at 


ro the first things you look for in EMT are: one, is it 
easy to work with—two, is it made to give lasting 

7\\ protection. CIRTUBE EMT, by the way, rates tops on both. 
\ 7 But there’s no reason why EMT can’t look good as well! 

That’s where CIRTUBE EMT “shines,” too. Reason for its pleasing 

polished satin lustre is the cyanide zinc plating process Circle uses 
(even though it costs a little more to apply than other methods). 

The zinc bond is better, too—won’t chip or flake off. That’s because 
Circle employs elaborate cleaning processes to make sure that the steel 
is absolutely clean before plating. 

Quality finish is only one of many reas 
gained such wide acceptance in so short a tim 


your local Circle representative — or write direct 


WIRE & CABLE 

a subsidiary of 

CERRO DE PASCO 
CORPORATION 


PLANTS: Maspeth and Hicksville, N. Y SALES OFFICES & WAREHOUSES: In al! prin 


RUBBER COVERED WIRES & CABLES * VARNISHED CAMBRIC CABLES + PLASTIC INSULATED CABLES 
NEOPRENE SHEATHED CABLES © “'CIRTUBE" EMT 





ey 


Proper stee! plus I The best cold 


led steel ¢ he right hand g give 


CIRTUBE EMT ts iatural bendability 


Easy fishing! A baked-on prot 
coating gives RTUBE EMT a built ir 
cation for easier wire pulling 


Split- -free, bead- free! r 
we Jed CI RTUBE EMT, left, ¢ 


tha ary EMT 


Automated quality control! 
Aut iatic ¢ t lete a 


continuing uniform enti of pro duc t 


Tight, easily handled undies! 
Bright r 


‘ 


securely rea tft the 


ha 


Fast, friendly service! 


of well stocked nearby waret 


3 





THE COPE AUTHORIZED DISTRIBUTOR HAS 


@ HE HANDLES THE MOST COMPLETE LINE OF 
PRODUCTS AND EQUIPMENT FOR EVERY 
CABLE SUPPORTING REQUIREMENT 


® HE’S BACKED BY A DISTRIBUTOR POLICY 
SECOND TO NONE IN THE ELECTRICAL FIELD 


@ HIS “SUCCESS STORIES” BUILD CUSTOMER 
SATISFACTION—AND PROFITS—COAST TO COAST 


HAMPTON, GEORGIA, AIR TRAFFIC CONTROL CENTRE—"Difficult 

system layout requirements posed real cable installation problems on this job,” points 

out Edward Baylin of E. C. Ernst, Inc., electrical contractors in Atlanta, Georgia. 

COPE 
DISTRIBUTORS 
SELL 
GOVERNMENT 
INSTALLATIONS 


“Cope Wireway was the answer to the problem—with bonus advantages—thanks 
to Cope distributor and company representative here in Atlanta. System design and 
layout details were worked out with us and shipments of system components were 


scheduled to speed and simplify the installation job from start to finish !”’ 


Cable supporting system worked out by Electrical Wholesalers, Inc. and The Gearhart 
Company, Cope representatives, in close cooperation with E. C. Ernst, engineers, 
proved the flexibility of Cope Wireway to meet the most complex layout demands. 
Cope’s complete line of system fittings and accessories permitted installation 
of a system on 5 different elevations in close conjunction with air conditioning 
and ,\bus ducts—provides cable support for power, communications and radar 


distribution systems! 
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“WHAT IT TAKES” TO CLOSE THE SALE! 
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SOUTHWEST SHOPPING CENTER—“‘The architect's prob- 


lem was to eliminate utility poles and cables outside a beautiful, 
7% 






new shopping center,’ reports Henry Rowe, Sales Manager for 






Cummins Supply Company, authorized Cope electrical wholesalers 






in Fort Worth. ‘“With the close cooperation and technical assistance 





of Bernhard Engineering Sales Company, Cope representatives in 


Dallas, we were able to prove the advantages of Cope Aluminum COPE 
Wireway for this unusual application.”” The Wireway system, laid DISTRIBUTORS 
out in detail for installation by the local electric utility company, SELL 

. . provides an attractive and completely weatherproof cable supporting COMMERCIAL 
system that eliminates the maze of wiring and low voltage con- INSTALLATIONS 


nections usually associated with an installation of this size and type. 





COPE PRODUCTS ARE SOLD ONLY THROUGH AUTHORIZED COPE ELECTRICAL WHOLESALERS 


WIREWAY LADDER CHANNEL L he only completely integrated line of cable support- 
Z \ ing systems tor every installation requirement 
A sold exclusively through authorized distributors 
aN 


\\ backed by a company that really protects and pro- 
; motes your selling effort. Cope distributors are sold 
on Cope—and they're se//ing Cope! 








SERVING THE ELECTRICAL INDUSTRY SINCE 1885 





Division of ROME CABLE CORPORATION © COLLEGEVILLE, PENNSYLVANIA 
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electrical 
distributor’s 
inventories 

look like 





»»--SO your 
inventories 
can look like 
this! 


To cut inventory costs, make Youngstown’s Electrical Dis 


tributor your local source for all rigid steel Conduit and 
k.M.'T. requirements 


Make full use of his complete local 
stocks, fast 


delivery service. His one source service simplifies 
your purchasing and bookkeeping, too. You'll find him an 
efficient, time-saving, partner-in-production. 














Photos courtesy of The Geo. Worthington Company 


THE 


YOUNGSTOWN 


SHEET AND TUBE COMPANY 
Youngstown, Ohio 


Manufacturers of Carbon, Alloy and Yoloy Steel 
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Salesmen in Action 


Old Fashioned Selling Still Pays 
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How a Southern States Supply 
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than few to the many 

Industrials Are His Specialty 


He finds product knowledge come 
easier with a limited line 


Customer’ Relations: How Close 

Should They Be? Apr., 
“Selling” close, thinks salesman 
Tom Gavenda 

Counter Selling—Plus Apr., p. 
Commercial Electric's Frank Har 
man adds the extras. 

Selling Through Specialists Apr., p. 
Artcraft’s man-by-man department 
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A six page report on Kansas Elec 
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Credit Manager With an Ear to the 
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Sales Promotion 
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Heat Program 
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sells electric heat for Furbay Elec 
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Feb., p. 3 


Capitol Light now 
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designed to avoid future headaches. 
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HARVEY HUBBELL, INCORPORATED e¢ BRIDGEPORT 2, CONNECTICUT 
QUALITY WIRING DEVICES 
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DEPENDABLE SERVICE 


Hot dipped galvanized 
inside and out to meet 
Federal Specifications 


Protective coating over the 
zinc to inhibit oxidation 


No threads exposed 
when coupling is applied 


Zinc coated threads 


RIGID CONDUIT See sweets, sit raconay 


Special thread protectors 
guard threads during shipment 


and its companion product... 


LACLEDE electrogalvanized E. M. I. 


Shipped from the Heart of the Nation 


LACLEDE STEEL COMPANY 


SAINT LOUIS, MISSOURI Eo Producers of Steel for Industry and Construction 
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New switch for 


Now, for the first time, the new American Electric Type 
“ND” Safety Switch offers all of the features “most wanted” 
in one safety switch by people who work with and use 
electrical equipment. 

Included among the many “extras” to be found in this 
newest of safety switches are: visible double blade con- 
struction; positive, snap-action make and break; double 
insulation between blades and operating mechanism; opti- 
mum-size enclosures for maximum heat dissipation; plenty 
of wiring space for easier, faster installation; and an exclusive 
safety-yellow operating handle for quick, positive “spotting” 
even in poor light. 

These and countless other field-tested design standouts 
assure the ultimate in safety switch protection with maxi- 
mum operating life. 


he CLARK CONTROLLER 


Everything Under Control © 1146 East 152d Street * Cleveland 10, Ohic 
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matchless safety 


This new American Electric Normal Duty Safety Switch 
is, in fact, t 
neering research and workmanship which has long made 


result of the same kind of thorough engi 


Clark Controller “the standard of qual for industrial 
electrical control 

It meets NEMA standards for normal duty industrial and 
commercial use and is approved by Underwriters’ Labora 
tories for these applications as well as for service entrance 
equipment. It is currently available in 30-ampere and 
60-ampere, 250-volt and 600-volt ratings, both fusible and 
non-fusible. 

See your nearest American or Clark representative for 
complete information on this new switch for “matchless 
safety”’— and how you can handle the line. Or, you can 


write direct for more details 


AKG 








_ Indecision? I don’t know if it’s the 

cause or whether it’s that fierce desire 
to call the perfect play. But, the penalty for too much 
time is the same regardless of the reason 





Like my business. I’m an electrical wholesaler off 
the football field. Buying right is just as important to 
my profit column as selling right, and sometimes I’ve 
been penalized for taking too much time deciding. In 
fact, you might call it too much time in the huddle 
because I call in some of the other boys, and among 
the bunch of us we can shoot a whole morning. 

Well, not long ago I started to do some thinking 
about a fellow who called on me representing Porce- 
lain Products Co. of Carey, Ohio. He said his com- 
pany has been serving the industry since 1894. He 
had a catalog showing some 127 different electrical 
supply items. They were top quality and showed the 





in the huddle 


type of design and craftsmanship that only years in 
the business can accomplish. He also pointed out that 
by ordering from this one reliable source. I could save 
time making out purchase orders, receiving reports, 
checks, inventory sheets. There would be fewer ship- 
ments to check in and of course there would be a 
substantial savings in freight. 

He said Porcelain Products Co. could furnish a 
well rounded line, including wireholders, mast kits, 
house brackets, copperweld ground rods, racks, spools, 
clevises, wedge grips, split bolts and many others. 

Makes sense to me. Next order I’m sending to 
Porcelain Products. And, incidentally he said a copy 
of their new catalog was mine for the asking. Bet 
they’ll send you one too if you write. No obligation, 
of course. 

PORCELAIN PRODUCTS CO. 225 N. PATTERSON ST., CAREY, OHIO 
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PYRAMID INSTRUMENT CORP. (AMPROBE DIVISION), 630 MERRICK ROAD,LYNBROOK, N.Y 
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BUSINESS INDEX for September 1959* 
NATIONAL PICTURE: 


© 1947-49 =100% 1947-49 = 
240 





ESTIMATED 








INVENTORY 


—haininlienliga 
1958 “Bee ao OY ee ee ee ee eee ee ee * 
1959 


INDEX % CHANGE 
Sept. '59 Aug. '59 Sept. '58 Sept.'57 Sept. '56 Sept.'55 1959 fm. 1958** 
185 165 170 172 165 165 +10 
Inventory ...... 102 101 110 145 154 139 -- 


SALES INVENTORY 


— PICTURE: me (0 Change) = (% Change) 


From From 1959 from From 


CES Sept. '58 Aug. ‘59 1958 Sept. '58 


\ = = Wy 
ei of 
EAST NORTH CENTRAL ...... 


WEST NORTH CENTRAL 
SOUTH ATLANTIC 
EAST SOUTH CENTRAL 


WEST SOUTH CENTRAL 


MOUNTAIN 


PACIFIC + 6 +18 422 


*For electrical apparatus, supplies distributors; Source: Bureau of Census. **9 months 1959 from 9% months 1958 
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CHANNEL MASTER 
BB ALUMINUM 


lightens 
brightens 
never shows its age! 












Comyrght 1999 Chennel Mester Corp 






Nothing can take the place of 
feather-weight ALUMINUM 


% Aluminum stays good-looking... mirror bright, mirror 


smooth...inside and out... won’t ever show its age. 
% Channel Master aluminum EMT is extruded and 


Light-weight aluminum cuts the cost of ship- ‘“ ae 
ping, storage, and handling. % the weight of drawn, not welded: has no seams or “beads”. 





steel. New flat bundle simplifies stacking wy 


Hard-drawn, highly polished, seamless raceway facil- 
and storing. 7 : 


itates fishing and wire-pulling. 


gt Can never rust. Unaffected by water, humidity, and 


DIST R ; a UTO RS . industrial atmospheres. 
: Standard inside and outside diameters. Uses standard 


€ 
The shift to aluminum EMT is start- EMT fittings. 
ing. Channel Master’s profitable % Speeds up the job. Cuts and bends up to 40%, faster. 


es ; . Use on any standard bender. 
franchise is now available. Write or a ne , — 


wire immediately for full details. CHANNEL MASTER CORP 


ELLENVILLE, NEW YORK 
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PERSONNEL at Crescent following opening at first location 
in Dubuque included (left to right) Charles Pfotzer, Thomas 


F. Kelly, 


Recently 


Henrietta 
During the following years, two other 
Crescent completed 


B. Schmid. 
moves were made. 
a new warehouse in Dubuque. 


Burns and. President Titus 











FIRST ORDER PLACED with 
Electric Supply Co. of Dubuque, Ia., 
Ihe firm was established that 
Dubuque. Now 
grown to 17 branch operations 


nas 


40 Years Grow 


orty Crescent Electric 
Supply Co. opened its first office 
in Dubuque, Ia. Since then, the 
firm has expanded into an operation 
apparatus and sup- 


years ago, 


consisting of 17 
ply branches, with two additional lo- 
cations for the appliance division. 
Titus B. Schmid 
the firm 
when I was 


President recalls 
and why 
1916, 


with an 


how was started 


“In connected 
contractor in Du- 
one of our local manufac- 
turers work we did, 
some simple but hard-to-get electrical 
the official *“Be- 
Wal period, we had a 


electrical 
buque, 
whose needed 
merchandise,’ Says 
cause of the 
terrible time getting it for him 

then there that I de- 
termined to open an electrical distrib- 


It was and 


uting house in Dubuque. The general 
prediction was that such an institution 
survive, for the 
little of 


used in 


was 
kind 
the sul 


could not town 


too small, and very our 
of merchandise was 
rounding rural area 

However, 
grew, and we grew with it. Within five 
years, we had branched out, with op 
erations in two other cities.’ 


e Wide Area—As 


largest independent 


the use of electricity 


the Mid- 


electrical 


one of 
west's 
distributors ( 
branches in lowa, 
and South Dakota 


the states of 


rescent 
Illinois 
In addition, sales- 


Nebraska, 


operates 
Wisconsin 
cover 


men 


manufacturer by 
is dated April 11, 
month with the one 
in addition to the main house, the company 


Crescent 
1919 
house in 








Minnesota and Wyoming. 

A manager is in charge 
branch operation. Each does his own 
buying, selling and collecting, Schmid 
explains, so that every house is a self- 
Operating warehouse and _ office. 
Branch managers call on the office 
personnel at the main house in Du- 


of each 


buque only when assistance is needed 


the 
the 


most of 
with 


that 
started 


adds 


Schmid 


branch managers 


COMPANY OFFICIALS and managers 


attended 
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th at Crescent 


main office or were advanced from 
one of the houses to their present 
jobs. 

e Recognition—In addition to receiv- 
ing industry plaques commemorating 
the anniversary this year, company 
personnel have promoted different 
types of products each month. A spe- 
cial anniversary catalog arid a bro- 
chure about the company were com- 
pleted last summer. 
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For All Large Threading Jobs! 


] Only 1 Set of High Speed Dies 
* threads 2!5’’, 3’’, 3!” and 4” pipe 
and conduit. No extra die sets to 
change or lose! Die size change plate 
sets quickly and locks at desired size. 
Easy adjustment for tapered, straight, 
over or under size threads. 


? Jam~=-Proof for safe power or 
* hand threading. Drive pinion 
kicks out automatically. Die head 
Can’t Jam causing costly repairs 
and delay. 


Easy-to-Sell Time & Cost Savings 



















New Fast-Action, 

* Cam-Type Work- 

holder sets to size by 

quick turn of collar. 

Set screw holds work 

centered for perfect 
p threads every time. 





ty For 4; 42) 5’’ and 6” Pipe and Conduit, Sell 
the New PeIGe(D Ne. 161 Geared Threader! 


@ Only 1 Set of High Speed Dies 


e New Fast-Action, Cam-Type Workholder 






e Jam-Proof 


Display these work-saving [(-2(D Threaders for ready customer sales! 


ce aan 
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NEWS FOR THE 


INDUSTRY 





About 500 persons attended 
NAED meeting. Here, delegates 
listen as speakers stress that... 


‘Let's Make Money’ Is Theme 


More action on the part of distributors and manufacturers 
in solving the problems facing both is urged by speakers 
at the NAED Central Region Convention. 


PEAKERS at the first annual NAED 

Central Region Convention stressed 
that although there are encouraging 
signs for a bright future, the electrical 
d'stributor manufacturer aren't 
making enough profits 

In discussing ways to bring about 


and 


a better economic situation, members 
agreed the theme of the five-day meet- 
I rench I ick, Ind . 
Make Money <i 


Often, the various 


ing in October at 
should be “Let’s 
¢ Stumbling Block 
functions of distributors and manufac- 
unnecessarily—to the 
detriment of both, A. H. Gudie, pres- 
ident of Trade Publications, 
Inc., told the 500 members and their 
guests 

“Some ol manufacturers. 
As a manufacturer you have a three- 
fold job,” he continued. “One of your 
jobs is to sell the user on wanting a 
product such as you make. Your sec- 
ond job is to sell the consumer the idea 
that it is your particular brand that 
he wants. And your third job is to 
sell the distributor the that he 
should help you in moving your prod- 
uct to the user.” 

Gudie that although it is 
generally conceded that the distributor 
shares the job of selling the consumer 
on a _ particular manufacturer and 
brand, there is a present-day trend 
away from this. 

“You distributors are trimming your 
functions so much that about all you 
have left is to sell the user that he 
should get, through you, the product 
which the manufacturer tells him he 


turers overlap 


Service 


you are 


idea 


added 


90 


continued. 
that 


official 
still do have 


should 
“Nevertheless, 
job to do. 

e Hamper Efforts—‘‘Notwithstanding 
some opinions to the contrary, I think 


have,” the 
you 


your business is about the most com 
petitive industry in the world. You 
have created so much competition that 
you are stumbling all over yourselves 
and you are in danger of confusing 
the user so badly that you hamper! 
your ability to sell him on buying your 
products or services.” 

Gudie emphasized that generating 
demand for apparatus and supplies is 
considerably different from that for 
some other items. He added that when 
the distributor sells his staple com- 
modities, it is becoming increasingly 
difficult to find reasons why the user 
should buy his particular brand or why 
he should buy it from the distributor. 

“There are manufacturers of 
apparatus and supplies who do not 
have multiple distribution in every 
market of importance. So the distribu- 
tor, trying to sell the contractor on 
the reasons why he should buy from 
him, finds it more difficult because it 
s also available from other distribu- 
tors. 

“The distributor, who the manufac- 
turer expects will help him move his 
merchandise, finds himself in direct 
competition with another distributor 
from whom the manufacturer is ex- 
pecting the same help. The manufac- 
turer has thus created a much bigger 
job for himself in performing his third 
namely, selling the distributor 


few 


job, 
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that he should help him in moving 
his product to the user 

“Under such circumstances the dis- 
tributor 
in selling any product to the user and, 
for fear that perhaps one manufacturer 
may not do a good job of selling his 
brand, the takes on other 
brands so he can say to the user that 
him 
can give him a selection.” 
e Competition—Under this condition, 
Gudie pointed out that the manufac- 
turer finds himself in competition with 
other manufacturers in selling his own 
distributor; at the same time, his dis- 
tributor finds himself in competition 
with other distributors in selling the 
products of a manufacturer whom he 
is pledged to support 

“I think this multiple distribution 
is a natural development and that no 
one can be blamed for it. Yet it can 
be blamed for much of the excessive 
price cutting that exists. 

“It is fast growing to the point that 

you will no longer have a so-called 
‘pattern of distribution’ but just a 
free-for-all brawl. From what I hear, 
it is already there is little profit 
left.” 
e A Need Created—This competition 
not only creates a need for better sales- 
manship, but also a need for industrial 
statesmanship and diplomacy, Gudie 
stressed. 

“You know the way you want things 
done—and to you that is the right 
way, so you must sell the things you 
know ... The job is up to you—it is 


becomes primarily interested 


distributor 


he should buy from because he 


free 
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on your desk and you cannot delegate 
it. You are the one who knows these 
things. The need for salesmanship 
Starts with you and you need to sell 
the things that you know.” 

¢ A Threat—In stressing the need for 
more profits, Allan T. Korsmeyer, 
president of The Korsmeyer Co., 
Lincoln, Neb., said that this subject 
poses a real challenge to the electrical 
industry. 

“I believe the greatest threat to the 
electrical distributor today is not what 
others are doing to him. It’s what he’s 
doing to himself,” Korsmeyer said 
“As distributors, we're losing our iden- 
tity. We're letting our foundations 
get washed away. We're forgetting 
what we have to sell. We're forgetting 
that we—and we alone—represent ex- 
perienced distribution—firms that are 
well established in business, soundly 
financed, excellent facilities, know- 
how, trained personnel, knowledge of 
customers, products and markets. We 
have firms with the skill and wisdom 
to maintain business for the long run 

business that benefits the customer, 
the supplier, the community and our 
economy. 

“Can we put all these aside like a 
summer suit? Can we switch from a 
trader to a broker to a full-function- 
ing distributor and back again without 
losing some of the prestige and self- 
confidence—and the trust of our sup- 
pliers and customers—that we’ve built 
up over the years? 
¢ Hold Principles—“Only by a sincere 
effort on the part of each distributor 

large or small—and electrical man- 
ufacturers as well—a sincere effort to 
hold on tight to the principles which 
built our businesses to where they 
are today—can the electrical industry 
grow, prosper and fulfill its important 
assignment in the national economy- 
now and in the future. 





WINNER of Lake Michigan Club golf 
tournament was Jack Lynch (center). 
Bob Diefenthaler is left and Bill John- 
son, right. 


“We must recapture our identity 
The company that has the initiative to 
base its decisions on what is right, 
rather than on ‘who does it’ and ‘how 
many do it’, often becomes the benefi 
ciary of its fresh approach.” 





A Differert ‘Approach’ to Green 





“DON’T you find it a little difficult play 
ing from this lie? 


Golfers at the Central Region meet- 
ing were interrupted briefly—but 
violently—during one of the after- 
noon tournaments, 

A group approaching the 7th green 
reported to police that a hooded 
gunman warned them that they were 
on his property and told them to 
leave. He then fired warning shots 
in their direction. 

A nearby foursome heard the shots 
and the bullets pass by them and hid 
in the nearby woods. One of these 
players, Thomas F. Preston, NAED’s 
public relations director, said that 
“without a word, we all fell to the 
ground. As the group at the 7th 
green ran towards us, the gunman 
escaped.” 

By the end of the convention, the 
gunman had not been apprehended. 
The tournaments proceeded as sched 
uled. 





In taking “A Hard Look at Ou 
Gains and Goals’, W. T. McNaugh- 
ton, vice-president of McNaughton 
McKay Electric Co., Detroit, empha 
sized that the electrical distributo1 
today has gained a place in the Amer 
ican economic picture not only by the 
obvious measures of business success, 
but by learning—and learning fast 

“However, we cant for a minute 
let up,” he said. “The manufacturers 
and their research people are contin 
ually presenting more new and com 
plex equipment, sales of which we in 
our industry must be prepared to 
make—and make intelligently. If we 
do not prepare, our gains to date will 
be erased and other channels will be 
found. 

“The electrical distribution industry 
has come of age... We are at a point 


of decision—the breakthrough point. 
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We shall either continue with some ol 
our vascillating business policies and 
slowly decline in the eyes of every 


one, or we shall assume that impor- 
tant place in the nation’s commerce 
that the founders of our industry held 
is their goals of : 
© Other Side—In stating some ideas 
he would put nto practice if he were 

manufacturer, R. R. Hill, president, 
Hawkins Electric Co. of Chicago, 


stressed four practic il and workable” 


yesterday 


] 
procedures he would establish 


l \ fair and equitable policy to 
both manufacturer and its distributors 
to which I would stick 
Advise distributors of any change 
in the policy and, most important, 
secure their advice before a change is 
made 
3. Select in each market area only 
those distributors who could be de 
pended upon to carry through in all 
respects the ageressive merchandising 


the line of products demands 


4. Back up selected distributors with 
a good national advertising program, 
sound product training, effective sales 


promotion support, efficient field en 
gineering assistance, a well thought 


out sales training program, non-dis 
criminatory distributor price policy, a 
liberal return-goods policy, a work 
able inventory control plan and enough 


profit on each line to make it worth 
the distributors’ time to carry it in 
stock 

An important factor in the future 
of the distributor must be the devel- 


opment of more courage’ within 
management to produce more crea 
tive thinking, NAED’s Executive D 
rector Arthur Hooper said in his 


If we can continue to improve Ou! 
efficiency—improve our sales knowl 
edge improve our equipment and 


Continued on page 92 





WINNER of the Central Region golf 
tournament was Fred Johnson, standing 
it rear with hi wil after he wa pi 


sented trophy at banquet 
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CHASE 
Tapes 
give 
ou 
full 
measure 
or 
your 
money! 


Guaranteed footage in every roll is 


just one of many advantages in your 


favor when you stock and sell Chase 
Friction, Rubber, Plastic, Neoprene 
and Butyl Tapes. Customers go for 
their high dielectric and tensile strength 
... lasting tack... and easy 
handling properties. Make sure 

they can get them. Lay ina 


supply now! 


Chase & Sons Inc. 
26 Spruce Street 
North Quincy, Mass. 




















facilities—and do so without letting 
our management become obsolete, 
then, truly, we shall be ready to meet 
the challenge of the ’60’s,” Hooper 
stressed. 

“Management that can think and 
plan constructively—management that 
will utilize all the available aids and 
tools—management that is consistent 
and has the courage to face up to 
its own faults—can certainly lead this 
industry to new heights in value and 


service.” 


e Issue of Integrity—To benefit from 
many profit-making opportunities, the 
electrical distributor must establish 
the industry as being one with in- 
tegrity, responsibility and competence, 
R. H. Jones, general manager, Gen- 
eral Electric Supply Co. division, 
G. E. Co., told distributors and manu- 
facturers attending the business ses- 
sion. 

“In short,” he emphasized, “we 
must establish our character. It is no 
longer enough that we fulfill the eco- 
nomic needs of people. Our society 
has passed beyond this stage to one 
where it expects—and demands 
spiritual as well as material satisfac- 
tion.” 

Jones stressed that responsibility 
for business character must be dis- 
cussed because the distributor must 
sharpen his abilities to see himself as 
others see him; he must recognize the 
image which he has created in the 
minds of the people with whom he 
deals; he must be aware that these 
people are judging his character—his 
moral shouldering of proper social 
responsibilities. 

“Looking back in this past half- 
century, I see above all that it is the 
moral values—the moral foundations 

that are hard-headed and practical,” 
the official continued. 

“And while we’re being very prac- 
tical, let me hasten to add that making 
a profit is a prime social responsibility 
of the businessman . . . Since our 
products and services are of value to 
society, and since they cannot be con- 
tinued unless we make a profit, we 
have a distinct responsibility to so 
operate. 

“It is exceedingly practical to as- 

pire to, and work for, the improve- 
ment of character in our individual 
businesses and in our industry. Our 
social system demands it; our industry 
today needs it; our preparations for 
tomorrow must be based on it.” 
e Golf Winners — Despite rainy 
weather, two golf tournaments were 
held at French Lick. The Central Re- 
gion first place trophy was won by 
Fred F. Johnson, Boggis-Johnson 
Electric Co., Milwaukee. The Lake 
Michigan Club first place trophy was 
won by Jack Lynch, Westinghouse 
Electric Supply Co., Chicago. 
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This is what 
you can SAVE... 


That's right! The electrical engineer 
for a leading contractor figured this: 
You can save as much as 630 feet 
of wire and 160 feet of conduit 
in lighting a 50’ x 54’ area, 
using fixtures equipped with 
Certified CBM ballasts. 













dal seme > an bb a= 


BALLASTS 


wear this emblem... 











And there are other benefits too such as peak light output 
ballast life, positive starting, dependable service. Be ise CBM ballasts are 
checked and certified by ETL. And of 

tl BM ballasts. For 


made to definite specifications 
course, they're UL listed. It pays to specify fixture 
the latest dope, ask us to send you CBM New: 


) Keitt 


CERTIFIED BALLAST MANUFACTURERS, 


Participation in CBM is open to any manufacturer who wishes to qualify 
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Business Outlook For ‘60: 





Sales-Spending Higher In '60 


Sales: higher than in '59, 9% average increase predicted; 
Spending: business forecasts $37.3 billion spending 
program, manufacturing plans 19% increase for 1960. 


MERICAN business now plans 

to spend $37.3 billion in 1960 

for new plants and equipment. 

rhis is 10% more than estimated for 

1959. Although 1960 plans indicate 

a high level of investment, they are 

still below the record set in 1957. 

Business as a whole already has plans 

to spend $34.6 billion in 1961. These 

are preliminary plans and previous ex- 

perience indicates that such prelimi- 

nary plans are often revised upward 
as final budgets are completed. 

Manufacturing companies now plan 
to increase spending by 19% in 1960 
—to a total of $12 billion. And these 
companies already have plans to spend 
$11.2 billion in 1961. Companies in 
every major manufacturing industry 
expect their sales to be higher in 1960 
than in 1959, The average increase 
expected is 9% in physical volume. 

Business now plans to raise over 
$6 billion in the money market to 
finance 1960 capital expenditures. 
But over 80% of the financing—as 
planned by the reporting companies— 
will come from retained earnings and 
depreciation. Manufacturing compa- 
expect to finance nearly all 
their planned expenditures from these 
internal sources. 

These are the highlights of the sur- 
vey of Business’ Plans for New Plants 
and Equipment recently conducted by 
the McGraw-Hill Department of Eco- 
is important to remember 
that the fall survey of business’ plans 
planning, at the 
start of the budget season. And this 
year such plans are, in some cases, 
quite tentative because of steel short- 
ages and uncertain’ construction 
schedules. In times of good business 
final budgets for plants and equip- 
ment have generally turned out higher 
than the preliminary estimates. So 
there is a good chance that both 1960 
and 1961 will show larger increases 
over 1959 than are now planned. 


nies 


nomics. It 


reflects preliminary 


Capital Spending 
The nearly four month steel strike 
has caused sharp changes in business’ 
plans for capital spending. This is 
clear from the McGraw-Hill survey 
of preliminary plans for new plants 
and equipment in 1960-1961—a sur- 


04 


vey covering a wide sample of indus- 
try during October 1959. Estimates 
for 1959 capital spending have been 
reduced sharply from earlier plans, 
especially in the industries directly af- 
fected by the strike—steel and rail- 
roads—and in the nonferrous metals 
industry, which is also strike-ridden. 
With some 1959 expenditures now 
carried over to 1960, and with a 
strong uptrend in industries not af- 
fected by the strike, business overall 
now plans to spend $37.3 billion on 
new plants and equipment in 1960— 
10% more than it did in 1959. Plans 
for 1961 are already at a high level 
and with future additions, may even- 
tually equal 1960. Thus, the strike ap- 
pears to have stretched the capital 
spending boom over a longer period. 


Manufacturing Industries 


According to present plans, manu- 
facturing industry as a whole will now 
spend only slightly more on new 
plants and equipment in 1959 than in 
1958. The total will be held down by 
the drop in expenditures of the steel 
and nonferrous industries, where the 
inability to spend in the last half of 
this year has reduced estimated capi- 
tal expenditures 20% below 1958. 
However, the steel industry plans to 
make up for lost time in 1960 by 
raising expenditures sharply. Plans 
now indicate expenditures of $1.7 bil- 
lion—a 76% gain. This is only $174 
million below the record amount 
spent by the steel industry in 1957. 

Plans for manufacturing as a whole 
are up 19% from 1959. Both the 
chemical industry and the machinery 
industry plan to spend well over $1 
billion on new facilities in 1960 and 
1961. The chemical industry, which 
will spend $1.2 billion in 1959, plans 
to increase expenditures 24% in 1960 
and already has plans for an addi- 
tional 2% increase in 1961. The ma- 
chinery industry now plans to spend 
$1.2 billion in 1960 and nearly the 
same amount in 1961. 

Electrical machinery companies, 
the autos, trucks and parts industry, 
the paper and pulp and rubber manu- 
facturing industries all plan gains of 
more than 20% in expenditures in 


1960 compared with this year. In each 
of these industries, except for rubber 
manufacturing, estimates of capital 
expenditures for 1959 are now lower 
than was indicated in the McGraw- 
Hill survey last spring — indicating 
that these expenditures for new fa- 
cilities which were unable to be 
carried out this year because of 
strikes, or uncertainties, are being 
pushed forward into 1960. Only 
food, other metal-working (fabricated 
metals and instruments) and the mis- 
cellaneous manufacturing group ex- 
pect lower capital expenditures in 
1960 than in 1959, 


Non-manufacturing Industries 


The 1960 plans of most non-manu- 
facturing industries are up from 1959 
by varying amounts. But in most 
cases, the planned increases are small- 
er than in manufacturing. The petro- 
leum industry plans to spend slightly 
less than 1959. Production expendi- 
tures show a planned decline of 4% 
in 1960, while refining is up 9% and 
marketing is up 7%. Mining com- 
panies, on the average, also indicate 
a decline in expenditures next year. In 
this group, only iron ore companies 
plan to increase spending in 1960. 

The other transportation (airlines, 
shipping, buses and trucking) and 
communications industries plan an in- 
crease of 14% in spending next year. 
Commercial companies report a rec- 
ord amount planned for 1960—$8.6 
billion compared with $7.9 billion in 
1959 and $8.2 billion in 1956, the 
previous peak. 

Electric and gas utilities indicate 
that they plan to spend $6.1 billion in 
1960—3% more than this year «nd 
only slightly below the record amount 
spent in 1957. 


Sales in Manufacturing 

Business’ plans for higher capital 
expenditures in 1960 are supported by 
optimistic sales estimates—9% higher 
than 1959, for unit sales in manufac- 
turing as a whole. Every major indus- 
try within manufacturing anticipates 
higher sales next year. The largest in- 
crease in sales volume is predicted by 
the steel industry—up 25% from 
1959. The anticipated higher sales 
volume presumably reflects a large in- 
ventory build-up in 1960, as steel 
users replenish stocks drawn down in 
1959, 

The auto, trucks and parts industry 
expects sales to increase 15% in physi- 
cal volume next year. Auto manufac- 
turers, who have been forced to shut 
down due to steel shortages—and, 
consequently, will suffer some loss of 
sales to dealers this year—expect to 
make up this deferred demand in 
1960. 

Continued on page 102 


ELECTRICAL WHOLESALING—December, 1959 





EASIER TO DO... 
and costs less too! 
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Here is the combination that is unbeatable when 4 A > peacioll 7 : . -vaconal H | yseeed , : 

it comes to easier E.M.T. installation at less cost. New - - ; ° 
lightweight plier size indenters make setting up thin wall PETPEEABGS CHGS 608 69599 5FOS E49 O09 945990088 . 
conduit a breeze. B-M fittings are neater too! No unsightly : . 
nuts or projecting set screws. ; : ° 

A few more of the plus features of B-M fittings . : ,& . ° 

are Concrete tight—Vibration resistant — Extra . ; : . > 
heavy bright zinc plate, salt spray and acid . m ° :| : : 

drip tested for corrosion resistance : 2 ; ° 
. Extra heavy positive bonding lock- . . . . 
nuts — Smooth rounded edges or ; : : 
- bushed throat type connectors . BM-41 BM-42 : 
° that prevent insulation . Coupling ° "CC = 
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NOW...all 
ETP 


fittings 


ayo a 


PERMANENCE! 


__AT-NO INCREASE IN PRICE! 


Concrete tight! Every size connector and 
coupling up to 2’. Why settle for ordinary 
fittings when eve gives you all this: 


@ New sparkling Zinc Chromate over 
plating for lasting permanence. Salt 
spray tested to retard corrosion 


Exclusive pre-set 
STAKED screws 
onduit 


deep-slotted 
No backing out for 


Concrete tight with heaviest gauge 
wall thickness. U_L. file card E24788 
Precision bevelled edges with extra 
heavy duty locknut 

One piece solid tubular steel—cannot 
open or spread. Sized for uniformity 
Available in 42”, 344", 1”, 1%” (one 
screw type) and 142” and 2’ (two 


screw type 


CONNECT a | la ECONOMY 


ee « A aE 
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ELECTRIC TUBE PRODUCTS 
74-16 Grand Avenue, Maspeth (N.Y.C.), N.Y 





Manufacturers, Contractors, 


Convene: 





NEMA, NECA 


NEMA members approve 


association's reorganization 


NEW YORK—The National Elec- 
trical Manufacturers Association at 
its annual meeting in Atlantic City, 
N.J., last month, approved a 
ganization plan which 


reor- 
“merges the 


| efficiencies of corporate management 


with its present trade association prac- 
tices.” 

e New Format—tThe new organiza- 
tional format for the 33-year-old as- 
sociation was presented at a meet- 
ing of NEMA’s 65 industry product 


sections by W. C. Wichman, chair 


man of the Planning Committee, which 


drafted the sweeping internal changes. 
Wichman is president of the 
General Electric Co. and_ general 
manager of the firm’s Hotpoint Div. 

The Planning Committee called for 
these changes in the association’s in- 
ternal structure: 
e Formation of eight semi-autono- 
mous divisions, composed of industry 
product sections having mutual inter- 
ests, guided by their own boards of 
directors, and represented in NEMA’s 
policy-making circles by their 
duly divisional vice 
dents 

Divisions will be composed of sec- 


vice 


own 


elected presi- 


tions whose member companies pro- 
duce consumer products, lighting 
equipment, industrial equipment, 
building equipment, insulating mate 
wire and generation, 
transmission and distribution equip- 
ment, and industrial electronics and 
communications equipment. 
e Broadening of NEMA’s product 
scope pattern so that newly named 
divisions can go beyond designated 
products within their constituent sec- 
tions to “include a number of im- 
portant branches of the electrical 
manufacturing industry” which now 
are outside of NEMA’s restricted 
province. 
e Expansion of the 
membership base in line with broader 
division scopes and the new concept 
for a more inclusive industry-wide 
trade organization 

One significant step planned under 
the reorganization concept is in- 
creased emphasis on more effective 
NEMA business development pro- 
grams to supplement presently solid 
standardization and _ statistical activ- 
ities 
e The annual meeting was highlighted 
by election of officials. 


rials, cable, 


association’s 


Hold Meetings 


"Shaping Our Future" 
theme of NECA meet 


MIAMI BEACH, Fla.—More than 
3,000 electrical contractors and their 
guests gathered in this resort city last 
month for the 58th anniversary con- 
vention of the National Electrical 
Contractors Association and the Fifth 
National Electrical Exposition. The 
theme of the joint meeting was 
“Shaping Our Future.” 

The exposition, itself, attracted in 
addition to the 3,000 convention 
visitors an additional number of elec- 
trical industry representatives. More 
than 165 manufacturers and distribu- 
tors of construction mate- 
and apparatus 
played the latest products, many of 
them for the first 
e Program activities 
started on November 4th with a two 
day meeting of the NECA executive 
committee, and was followed on No- 
vember 6th and 7th with a meeting 
of the NECA Board of Governors, 
which is the policy directing group 
The general busi- 
ness sessions started on November 9th 
and concluded on the 12th. 

A keynote of the convention was 

that “opportunities for reasonable 
profits are necessary if the American 
free competitive enterprise system Is 
to serve the public properly.” 
e Profit Means  Prosperity—Presi- 
dent-elect Harold A. Webster, who 
assumes the post on January 1, said 
that the association must continue to 
non-members as well as 
members to “induce competitors to 
insist on a profit on every job.” Pric- 
ing a competitor out of business is 
not a profitable venture, he advised. 
His remarks reflected the growing 
concern in the construction industry 
over what has been called a profitless 
prosperity caused by extremely low 
bidding that is resulting in a growing 
number of serious failures in the con- 
tracting field 

In line with Webster’s remarks, 

presiding president Oliver F. Burnett 
stated that a profit-starved company 
and an industry with a profit level 
below that required for its necessary 
growth are national liabilities. 
e Development Program—A _con- 
tractor development program de- 
signed to increase the capacity of 
the electrical contracting industry was 
presented to the association’s Board 
of Governors. 


electrical 


rials, equipment dis- 


time 
Convention 


of the association 


educate 
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Reynolds Aluminum Electrical Rigid - 
3 . Conduit cuts both installation and main 
lj htwel ht! tenance costs. It’s light in weight, thus 
* easier to handle, faster to install. It’s easy u 
to work with—bends and forms quickly 
nl | and accurately. It won’t rust—ever. It’s at 
Corrosion-resistant non-magnetic. It will not spark from ac- 
. cidental contact with hard objects. 
- — . For more information and names of 
] Reynolds Aluminum Conduit outlets, call 
Competitive if] cost your nearby Reynolds Sales Office or write 
. Reynolds Metals Company, Box 2346-EC, 
is Richmond 18, Virginia. Also write for 
descriptive brochure. 


i) 
Watch Reynolds TV shows—“*ALL STAR GOLF", “BOURBON STREET BEAT” and “ADVENTURES IN PARADISE”—ABC-TV 


\ | | geée. sp eS 
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PLUGMOLD’ 
GIVES MORE 
OUTLETS FOR 
LESS MONEY 


Your customers are seeing this 
message and being told to see 
you in leading trade journals — 
PLUS being exposed to sprightly 
PLUGMOLD cartoons in Saturday 
Evening Post, Time and many other 
periodicals. Wiremold’s goal is to 
move goods out of your stock, The 
Wiremold man who calls on you 
has plenty of sales helps for your 
own salesmen, too. 





Eliminate situations like 
this “Plug Ugly” 











THE WIREMOLD COMPANY + HARTFORD 10, CONN. 


PLUGMOLD 2000 (UP TO 3 NO. 12 CONDUCTORS) 


PLUGMOLD 2100 (UP TO 10 NO. 12) 
~ PLUGMOLD 2200 (UP TO 3 NO. 6; 10 NO. 10) 


PLUGMOLD 3000 (UP TO 8 NO. 6; 10 NO. 8) 


VARIOUS SIZES AND SPACING. ALL-STEEL, GROUNDED 
ALL PLUGMOLD IN BUFF OR GRAY PRIME COAT 
PLUGMOLD 
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OPENING ceremony of the show is officially attended by committee members and 
representatives of The Electrical Association of Philadelphia. About to cut the ribbon 


is Miss Lillian Fisher, queen for the occasion, assisted by William C. 


Welde, Sr., 


chairman, manufacturers division, of the association 


Philadelphia Promotes Progress 


HE PAST, present and a look at 

the electrical industry’s future was 

on exhibit recently at the 16th 
Electrical Progress Show held in Phil- 
adelphia’s Convention Hall. 

The show, which was sponsored by 
the manufacturers’ division of The 
Electrical Association of Philadelphia, 
was held on October 13, 14, 15 and 
attracted distributors, contractors, and 
maintenance engineers from the me- 
tropolitan Philadelphia area and many 
parts of the Delaware Valley, which 
covers eastern Pennsylvania and south- 
ern New Jersey. A total of 206 exhibit 
booths displayed the latest develop- 
ments in electrical equipment for 
industrial and commercial applications. 

Specifically, the show was presented 
in three phases—the past, which was 


ee > — 
RESSTRATON 





REGISTRATION 


“le en : - hi 4 
THE LINE-UP for registration is under- 
way as representatives of the electrical 
industry enroll for the show. 


represented by an exhibit of Phila- 
delphia’s First International Exposition 
of 1884—the present, which was the 
general display of today’s modern elec- 
trical advances— and the future, a 
look into the world of the atom and 
its applications to the electrical in- 
dustry. 

e Group A Day—tThe three-day ex- 
hibition was divided into three sessions 
for visiting electrical industry mem- 
bers. The first day was devoted to the 
electrical contractors and _ visiting 
members of New Jersey and Pennsyl- 
vania electrical leagues. The second 
day of the event was dedicated to 
electrical wholesalers, and the final day 
was attributed to electrical mainte- 
nance engineers. A dinner was held 
each evening to honor the groups. 


FOR FUTURE advances in the electrical 
industry visitors ponder the application 
of atomic fuels and cores 
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CRESCENT @& 


EXPERIENCE 





Insulated Wires and Cables 


Pictured and described here are just a few of the many wires and cables 
‘ j that are made by CRESCENT. 


2312/3 CRESCENT-TYPE UF -12/3 CRESCENT 


rYPE UF AND TYPE NM¢ 
Used for direet earth burial as an underground feeder, also 


ABC ARMORED CABLE used for branch circuit wiring in damp or erresive locations 





Has prefabricated breaking lines which make installing easier, 
quicker and safer, A flattened bonding wire in contact with the 
underside of each convolution of the armor assures a permanent 





low resistance of armor. 





CRESFLEX 





— eet i ice 2 . Most suitable, lowest cost for rural, residential nd farm build 


ings. Clean, gray paint finish. 
SYNTHOL BUILDING WIRE-TYPE THW 
Rated for 75° C operation in both wet and dry locations. Its smaller 


diameter permits greater carrying capacity for rewiring conduits 
with overloaded feeders. 






SERVICE CABLES—TYPE SI 
Both Style A (armored) and Style U (unarmored) are approved 
by Underwriters’ Laboratories as service entrance cable and may 






CRTSCENT RHW 75°C WET OF ORY LOCATION be run down the side of a building without additional protection 
It is tamper-proof, flexible and lightweight, moisture-resistant and 


flame-retarding 





BUILDING WIRE—TYPE RHW 


Braid or Neoprene covered 


Highest quality insulation, for use in both WET and DRY , 
locations at 75° C, ‘anual al ‘ = 
3 


NEOPRENE CRESCORD 
Heavy duty, oil-proof portable cord, Underwriter Laboratoric 
I'ype SO, 








IMPERVEX TRENCHWIRE—TYPE USE-RR 


Single conductors for direct earth burial. Has a heavy Neo- . 
prene jacket over the rubber insulation. Provides low cost, per- f— . Mbt ee. pe ee ey 
manent underground cable installation rete 


HYVOLT SHIELDED POWER CABLI 


For use on power circuits from > to 15 KV in conduits or for 
direct burial 








STEEL TAPED PARKWAY CABLE 
Designed for direct earth installation without additional pro- 
tection. All standard types regularly supplied and special type 





cables made to customers’ specifications 


INTERLOCKED ARMOR POWER CABLI 


4 Provides a flexible, metal-enclosed method of wiring for power 





VARNISHED CAMBRIC LEAD ENCASED CABLI 
IMPERIAL PORTABLE POWER CABLE ‘ 


urnished cambric insulation has high dicleetric streneth and longs 
lilustration shows Type SH-D 5000 Volt Trailing Cable for supply- life, Not affected by oils and ercas« Th cable i upplied with 
ing power to electric shovels, dredges, ete. Covered with extremely lead sheath for wet ocation ' thery { be i fer dry 
teugh Neoprene jacket cation 


CRESCENT INSULATED WIRE & CABLE CO. INC. 


TRENTON 5, N. J. 
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Be 213-9NE 


Quality pliers for 
industrial use «7. 


*Pat. applied for 


When it comes to pliers, you serve 
your customers best with Klein, the 


finest in quality “since 1857. 

The Klein line is complete—with 
the right size and style for every job, 
each designed to do that job better 
and to give lasting service. 

Electrical workers everywhere 
know Kleins; so your sales are made 
easier when the pliers you carry have 
the Klein trade-mark. 

Check your stocks now. Make sure 
they include an adequate assortment 
of Klein side cutters, long nose and 
oblique cutters. 


Klein Pocket Tool Guide 


If you do not have your free 
copy of the Klein Pocket Tool 
Guide, write for it today. 


ASK YOUR SUPPLIER: 
Foreign Distributor 
International Standard Electric Corp. 

ew York 


Mathias KLEIN & Sons 


McCORMICK ROAD « 45. ILLINOIS 





Good Future in Electric Heat 


Speakers discuss potential of electric heat and methods 
to promote it at fourth Electrical World heating confer- 
ence at two-day meeting for utilities in St. Louis, Mo. 


| I’S time to stop talking about the 

potential of electric heat and start 
promoting it with hard selling, speak- 
ers at the fourth Electrical World 
heating conference emphasized last 
October. 

The conference on electric com- 

fort heating and heat pumps was held 
in St. Louis. Co-sponsors for the two- 
day meeting were the Electric House 
Heating Equipment Section of the 
National Electrical Manufacturers As- 
sociation and various heat pump 
manufacturers in cooperation with 
Union Electric Co., St. Louis. 
e The Problems—Harold Turner, exe- 
cutive vice-president of the American 
Electric Power Service Corp., said 
that many problems are involved in 
selling electric heat. He added that 
the selling job will be complex and 
that there is no one best way to get 
the job done. 

“The best way to sell will be to 
promote,” the official emphasized. “We 
must sell by taking our medicine.” 
By installing electric heat in our own 
homes and offices “it will pay off. We 
must also sell our employees on this 
type of heating. They can be of great 
benefit in promoting this item.” 

Turner listed six other aids to in- 
crease electric heat sales: 

1. Sell architects and engineers on 
the design and convenience. 

2. Stress the advantages of electric 
heat. 

3. Lay a good foundation quickly. 
One good electrically heated home will 
produce other sales. 

4. Have open houses in promoting 
electric heat. 

5. Provide help in getting new con- 
tractor-dealers started in business. 

6. Consider advertising as import- 
ant. Electric heat has the qualities to 
produce good advertising. It should 
sell on its merits. 

“We are in the early stages of elec- 

tric heat.” Turner said. “We must 
have faith in electric heat, and pro- 
mote both it and the electric-living 
way.” 
e A Leader—People affiliated with 
electric heat should be leaders and 
not followers, Allen King, president 
of Edison Electric Institute, told the 
group. 

“Now air conditioning is a must 
Electricity is the Cadillac of heat... 
and we have to take advantage of it.” 


J. W. McAfee, president of the 
Union Electric Co., said that until the 
present, the typical customer has 
looked for the cheapest way in house 
space heating. The industry should 
not try to sell the cheapest possible 
product at the cheapest possible price, 
he added. McAfee pointed out that if 
the consumer were told more about 
the seasonal costs of heating his home 
electrically, he would be convinced to 
buy this product more readily. 

e Survey Report—According to Elec- 
trical World’s 1959 Electric Comfort 
Heating and Heat Pump survey, which 
was presented at the conference, there 
were 581,000 resistance-heated build- 
ings in the United States. Of these, 
548,000 were residential homes, and 
33,000 were commercial and industrial 
buildings. 

e The Future—Results of the survey 
showed that about 32,250 resistance- 
heated buildings will be added in the 
balance of 1959 and all of 1960. 

“About 31,000 of these will be 
homes, and 1,250 will be in the com- 
mercial and industrial classification,” 
the report continues. 

“In 1960, about 75,000 commerical 
and industrial buildings are expected 
to go on utility lines across the coun- 
try,” the report continues. “Of the 134 
utilities answering the survey, 78—or 
58.2% —now promote resistance heat- 
ing for the entire home. Of the re- 
maining 56, which do not, 18 may 
promote it in 1960. Eight definitely 
will, and 30 definitely will not.” 

According to the report, of 129 
utilities, 72 sell electric heating at the 
same rate as their lowest residential 
rate. Fifty report having a special 
rate, which seems to be the trend. 

These are the rate structures, ac- 
cording to the survey returns from 78 
utilities responding: 

“Only “oth sell it at more than two 
cents; less than a fifth sell it for two 
cents; of 44.9% answering, it is sold 
between 114 cents and 2 cents; almost 
1% have reduced their rates to less than 
a penny-and-a-half. 

While the two-day conference was 
designed to examine in depth the pre- 
sent status of electric heating and heat 
pump from manufacturer to con- 
sumer, speakers stressed that for the 
utility, this product “is a means of 
safeguarding the future of the greatest 
load builder to come their way.” 
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is appearing in leading electrical publications to 
help distributors sell more Blackburn products. 


WAY 
TO FINISH A JOB 


. 
. 
7 
. 






MULTIMOUNT LUG 


SINGLE LUG 


TWIN LUG 


SPLICER 


Socket set screws 
furnished as standard. 

Hex head screws available 
on all fittings at no extra 
cost. L35 and L70 furnished 
with slotted screw to 
allow tightening 

with screwdriver. 


TERMINAL LUGS AND SPLICERS 





. 
. 
> 
. C y 
+ e Quickly installed—No Special Tools Req ed 
e Highest Quality Materials Throughout 
- e Rugged, Durable Construction; Compact Design 
° ~ ™ 
° e Choice of Bolt—Screw, Socket or Hex-head 
o - beias 
me e Economically Priced 
A » Available Through Electrical Wholesalers Everywhe 
y a Write for Latest Lug Bulletin Containing Specificatior ind Prices 
te et 


1525 WOODSON RD., ST. LOUIS 14, MO., WYdown 3-7430 





NEW 


7 , 


FROM & 
STEBER |§° 





ALL FIVE 
NEMA 
TYPES 


REAR LAMPED Wa 3oeed a icd ae 





WITH IMPORTANT EXCLUSIVE FEATURES 


New Steber Series 5000—Rear Lamped Floodlights—are de- 
signed to meet NEMA Specifications FL6-210, Group B, Types 
I, Il, Ill, IV and V. They accommodate G-48, 1500 watt, 
PS-52, 750-1000-1500 watt incandescent and 400-700 watt 
Mercury Vapor lamps. 
i In addition to “rear-lamping,” 
Series 5000 floodlights include 
ee these exclusive Steber features: 
WHA! ; Genuine Silicone gasketing at all 
a f Cr critical points 


<—- 


j 
a —.. 
br 
' 


ee Finned, cast aluminum neck and cap 
Sit for maximum heat dissipation 


¥ Shielded condensate drain 
Removable thermal shock and 
impact-resistant lens 


Rear section clips to trunion bracket, 
leaving both hands free for faster, 
safer servicing 


Positive grounding—both during 
operation and servicing 


DELIVERIES 


The well-known Steber ‘shipment within 16 work- 
ing hours" policy applies to Series 5000 Flood- 
lights, as well as to all other Steber lighting 
equipment. No need to wait 6 to 8 weeks or 
longer for “rush” jobs—specify Steber ond 
your delivery problem is solved. 











Write for NEW BULLETIN 1097 today! 


Lighting Units KAUR YA for Every Heed 


STEBER MANUFACTURING CO., DEPT. 71-L, BROADVIEW, ILL. 
Steber Manufacturing Co. of California, 242 S. Anderson St., Los Angeles 33, Cal. 











Divisions of The Pyle-National Company | 


Business Outlook ... 
Continued from page 94 


Both the machinery and the elec- 
trical machinery industries expect an 
above-average increase in sales vol- 
ume. Sales gains of 11% are antici- 
pated in both industries. Other manu- 
facturing industries indicate a wide 
range of sales expectations, from the 
low of 3% in petroleum refining to 
9% anticipated in the chemical 
industry. 


SALES 


Percent Change 
Expected 
(Physical Volume) 
INDUSTRY 1959-60 
Iron & Steel 25% 
Nonferrous Metals 7 
Machinery 11 
Electrical Machinery 11 
Autos, Trucks & Parts 15 
Transportation Equip- 
ment (aircraft, ships, 
RR equipment) 
Other Metalworking 
Miscellaneous Manu- 
facturing 
ALL MANUFACTURING 9 


Financing Capital Expenditures 

Companies reporting their financing 
plans in this survey indicate that over 
$6 billion will be needed from external 
sources to finance 1960 capital ex- 
penditures—about $500 million more 
than they will obtain from external 
sources this year. (This is not an esti- 
mate of total mew security issues, 
which include funds raised for work- 
ing capital.) 

However, more than 80% of the 
funds required for capital spending 
are expected to come from internal 
sources—retained earnings, deprecia- 
tion and depletion allowances. This is 
a high degree of reliance on internal 
financing, even allowing for the fact 
that preliminary financial plans often 
underestimate the eventual need for 
public security issues 

Manufacturing companies, as they 
report in this survey, expect to finance 
nearly all their 1960 capital spending 
from internal sources. It is in the 
manufacturing area that past estimates 
of external financing have usually 
proved too low; many companies will 
need outside funds for working capi- 
tal, if not for plants and equipment. 
But even so, the survey indicates that 
manufacturing firms will not be in the 
market to anything like the degree 
that they were in 1957. Present plans 
call for raising less than $800 million 
in the money market, for new plants 
and equipment, and this figure could 
be increased without approaching the 
1957 total of nearly $3 billion. 
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KRALOY .. 


FIRST PVC RIGID CONDUIT 
INSPECTED AND PASSED BY 
UNDERWRITERS LABORATORIES! 











Only KRALOy, yes on/y KRALOY, among all plastic 
conduits, now carries U-L listing — another first for KRALOY! 
High impact KRALOyY PVC ( Polyvinyl Chloride) RiGiD CONDUIT... 
the lifetime conduit...the perfect conduit... won't rust, won't pit, won't 
corrode, won't support combustion, is non-magnetic and non-sparking. KRALOY 
needs no paint, no coating, needs no lining, and its mirror-smooth inside wall 
makes fishing easier than with any other type of conduit. Add these outstanding 
features to KRALOY’s extreme light weight (see chart below) and you have the 
ideal conduit... ideal for direct burial and slab work. Installation costs can be 
cut drastically with light weight KRALOY PVC RiGiD CONDUIT. Consider the sold only through wholesale 
dollars to be saved in handling and installing U-L listed KRALOY CONDUIT e/ectrical supply houses. 
Cat. No. KE-1058 versus steel, versus even aluminum conduit: 


KRALOY PVC CONDUIT is 


NOTE WEIGHT COMPARISON — KRALOY PVC vs. ALUMINUM vs. STEEL CONDUIT 












































U.L. required minimum weight per 100 ft. including couplings, ibs 90.54 
Trade Size iy" 4," m” | 1%] 14%" 2" | 24," | 3" | 31," 4! 5” 6” | 
a — — + + {$$} 

KRALOY PVC | 15.0 ( 29 4 47 | 
— 4 — -—+ + } } 4 
ALUMINUM 27.4 | 36.4 53.0 69.6 86.2 | 115.7 | 182.5 | 238.9 | 287.7 340.0 465.4 612.9 | 
——+-— --- = — + - + + + 1 
STEEL 79.0 | 105.0 | 153.0 | 201.0 | 249.0 334.0 1 527.0 | 690.0 | 831.0 | 982.0 | 1334.0 | 1771.0 | 

———— ee | 4 4s ul 
i \ 
. . r ' .raloy las ic ID ( ne Aft nw ' 
For complete information on KRALOY PVC CONDUIT KRALOY Arak ye - . wipe Co., : “ ! 
and installation directions, mail the coupon or write to motte #720 Best Washingson Diva. Loe Angeles 22, Catit 
Kraloy Plastic Pipe Co., Inc., 4720 East Washing- ; sap oo ae eee Sen ON See oe 
ee apes ) "Vv ¢ ONDUIT which give piete informa 

ton Blvd., Dept. EW-12 Los Angeles 22, Calif. regent sony 
tion and installation directior i 
i 
Name ! 
| 
NO CONDUIT REPLACES Address 
City Zone State 
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WHATS NEW ..c. 


Management Problems 


eee iM BOOST AND BUCK JERSEY CITY, N.J. — Two-day 


management seminars to discuss mar- 


TR A NSFOR keting and management problems for 
MER SALES lighting fixture distributors were held 
recently by Lightolier Inc., Jersey 
TI leila % City, N.J. 
7 poost a0 Ne ed ane newest thing in Boost and Buck trans- Attended by nearly two hundred 
- former selling is Acme Electric’s new Cata- distributors, from all over the coun- 
log 5A3. This catalog includes an almost | try, these seminars were held at the 
instantaneous chart method of determining | ©°™P#ny’s showrooms in New York, 
voltage correction required, with 13 refer- age ah 
2 ; , ne ae ne agenda for these meetings was 
ence tables indicating KVA capacities at developed after polling the distributors 
various voltages and with direct reference | to learn what they considered to be 


to the size transformer need for the appli- the major problems in selling and 
cation merchandising of residential and com- 


Chicago, and Dallas 


mercial fixtures. Prime topics of dis- 
Also explains how voltage can be corrected cussion were those of modern man- 

by cascading as well as connection diagrams for three | #g¢ment techniques, marketing to 
| . me ae >) meet the ‘60s, more realistic pricing 
phase correction using 2 and 3 transformers. : 
for profit, and effective approaches 


With this new catalog, almost anyone can become an | ‘© building more traffic and sales. 


expert Boost and Buck transformer salesman. No more 

. Ry a Lightolier management team, head 
calculations, and positively | oq py Edward H. R. Blitzer, presi 
no guess work. dent and M. Loebelson, vice presi- 


The wholesalers were addressed by 





PERCEN, ” 
8 


Os 
fe "hs : , . dent of sales and advertising, and by 
- If you're not selling Boost fellow distributors successful in initiat- 


and Buck transformers for | ing vital new policies 
the many low voltage and | 
over voltage conditions in | NAED Members Attend 


) 
~ 


your area, you’re missing | Electrical Products Courses 
many sales—and profits. NEW YORK Basic courses in 
electrical products handled by elec- 
trical distributors are in full swing at 
Newark, N.J. and Philadelphia, Pa 
The Newark course started in late 
September and the Philadelphia course 
in late October. 
The purpose of the NAED Product 
& Product Application Training Pro- 
gram is to teach electrical distributor 
warehousemen, inside salesmen and 
new outside salesmen, the basic fea 


tures and application fundamentals of 


INPUT VOLTAGE AVAILABLE 


the products that are handled by elec 


trical distributors 


NAED Membership Booklet 
Soon To Be Available 

NEW YORK A new and revised 
edition of the National Association of 
Electrical Distributors membership 


booklet is scheduled to be available 


OUTPUT VOLTAGE 








to members in January 

The 16 page, illustrated booklet is 
entitled “NAED—It’s Meaning To 
You and Your Business.” Described 
in detail are the association’s purpos¢ 
and organizational structure, the vat 


| 


lous services and programs, the back- 


ground of the national and regional 
6712 Water St. Cuba, N. Y. conventions, area meetings, etc. The 
West Coast: 12822 Yukon Ave. Hawthorne, Calif. booklet is a pocket-sized edition 
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FOR SAFETY'S SAKE 
BUY i 
- VACU-BREAK | 


There’s a big difference in safety switches—a difference 








between maximum safety and halfway safety—low 






maintenance and excessive maintenance. These differ- 







ences are readily apparent when you look at the design 
and operation of the BullDog Vacu-Break Clampmatic* 
Safety Switch. 






_— VACU-BREAK HEAD 


CLAMPMATIC SPRING 







THE VACU-BREAK: Contacts are housed inside compact 


arc chambers which have very little air space. When 






contacts are “‘broken’”’ under load, arcs can’t build up 


because of the lack of oxygen. Pitting and burning of | MOVABLE CONTACT SLUG 


the contacts are reduced to the absolute minimum. 








Maintenance is virtually eliminated 






CENTER INSULATING BARRIER 





POSITIVE SWITCHING: For positive safety, the Vacu- 
Break switching mechanism does not rely on tricky 






STATIONARY LOAD SIDE. JAW 


toggles or springs to trigger the disconnect operation. 






The operating handle is directly connected to the con- 


tact heads by means of a sturdy metal rod. Push the STATIONARY LINE SIDE JAW 
handle “OFF” and the switch is off! . 









Vacu-Break heads are connected directly to the switch handle. No toggles 





















or triggers . . . no tricky springs. No danger of switching failure, either compa xyQ or 
One of several exclusive BullDog Vacu-Break features that set the assures bolt-tight t p 
performance standards for the industry. posit ‘ 
we 
i 
WITHSTAND 100,000 AMP FAULT CURRENT: Vacu-Bre 
Clampmatic switches equipped wit rrent-limit 
type Amp-Trap were ubjected to 100.000 


short circuit current. 7 


Play it safe! Compare, recommend BullDo 
Vacu Break C mpmat satet Swit ( l'} y cost 
no more than other switch 

maximum in safety a pe 


BULLDOG ELECTRIC PRODUCTS DIVISION 
I-T-E CIRCUIT BREAKER COMPANY 
BOX 177 © DETROIT 32. MICHIGAN 





® 
in Canada: 80 Clayson Rd., Toronto 15, Ont. Export Division: 13 East 40th St, New York 16, N.Y 


Magnet 
Assembly 


NEW Dual Voltage 110-220 
or 220-440 Volt Coil reconnect- 
able on the job. Magnet features 
just one moving part. 


N EW non - tracking Contact 


Block is impact resistant. Com 
pletely visible and front remov- 
able silver-cadmium oxide con 


tacts 


WRITE TODAY FOR 


Concept in 


Motor Control 
BY 


FURNAS 
ELECTRIC 


This NEW outstanding line of 
Magnetic Starters features ad- 
vanced design to assure superior 
performance and longer life. 
It reduces parts inventory and 
provides quick and easy field 
modification. 


Thermal 
Overload Relay 


‘ 
NEW trip-free Thermal Over- 
load Relays—manual or auto 
matic reset. Third overload re- 
lay kit can be easily added in 
the field. 


Modification 
Kits 


NEW Modification Kits in- 
clude push button, selector 
switch, pilot light, and third 
overload relay. 


| 


FREE 


COLOR BULLETIN 1/4-Bl, featuring Magnetic 


Starters through 


Batavia, Illinois. 


McKee Street, 


FURNAS ELECTRIC COMPANY 


BATAVIA, 


ILLINOIS 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 





PEOPLE IN THE NEWS 





N. J. MacDonald 


N. J. MacDonald, president of the 
Thomas & Betts Co., Inc., Elizabeth, 
N.J. has been elected president of the 
National Electrical Manufacturers As- 
sociation. MacDonald, a vice president 
of the association, succeeds J. L. 
Singleton of Milwaukee, Wis., senior 
vice president, industries group of 
Allis-Chalmers Mfg. Co 
W. C. Wichman, vice president of 
General Electric Co., and general 
manager of the company’s Hotpoint 
Div. was elected vice president. A. DB. 
R. Fraser, president of Rome Cable 
Corp. was elected treasurer. 

The following new members were 
elected to the NEMA board of gover- 
nors: D. E. Allen, vice president, 
sales, Anaconda Wire and Cable Co., 
Hastings-on-Hudson, i John 
Brown Cook, president, Reliable Elec- 
tric Co., Franklin Park, IIL, F. E. 
Helm, president [he Reliance Elec- 
tric & Engineering Co., Cleveland, 
Ohio; Niels C. Miller, president, treas- 
urer and manager, Miller 
Electric Mfg. Co., Inc., Appleton, 
Wis.; P. J. Sullivan, president, Arrow- 
Hart & Hegeman Electric Co., Hart- 
ford, Conn 

Re-elected to serve for a three-year 
term ending in 1962 were: C. W. 
Higbee, assistant manager, 
Electrical Conductor Div., Kaiser 
Aluminum & Chemical Corp., New 
York, N.Y.; F. F. Loock, president, 
Allen-Bradley Co., Milwaukee, Wis.; 
H. C. McElhone, vice president & 
general manager, the Lamb Electric 
Co., a division of American Machine 
& Metals, Inc., Kent, Ohio; J. W. 
McMullen, vice president and general 
manager, Po,,er Equipment Div., 
Allis-Chalmers Mfg. Co., Milwaukee, 
Wis.; J. J. Mullen, Jr., president Mo- 
loney Electric Co., St. Louis, Mo.; D. 
J. O’Conor, Jr., president & general 
manager Formica Corp., a wholly 
owned subsidiary of Amercan Cyan- 
amid Corp., Cincinnati, Ohio; J. L. 
Singleton, senior vice president, Indus- 
tries Group, Allis-Chalmers Mfg. Co., 
Milwaukee, Wis.; Chris J. Witting, 
vice president, Westinghouse Electric 
Corp., Pittsburgh, Pa 


general 


general 
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Dangerous flash explosion 
knifeblade switch. BullD 
before they can burn and pi 
switches operating under 90-ampers 
30% power fact These phot 
“break” and are oth neal 


; 





FOR SAFETY’'S SAKE 
BUY VACU-BREAK POWER PANELS 

















You emphasize safety when you ' Dh 
stock BullDog Power Panels with Vacu-Breal nit providk 
Vacu-Break* switch units! Exclusive clan l-pr¢ rcon 
Vacu-Break design houses contacts tacts t el Clamp 
in compact arc chambers that limit mat lted 
( the oxygen supply actually starve ON position 
the arc before it can explode and pit 
or burn contacts. Maintenance 
practically eliminated In S BullD 
Contacts in the Vacu-Break unit are \ vel 
attached directly to the operating subjected 
handle for positive, safe switching { I d 
Close-up of Vacu-Break head shows mov every time. When the handle is in You can provide this ext fety and 
know the long ling 


able contact slug inside the compact arc the OFF position— you 

chamber. The Clampmatic spring assem- switch is off! For extra safety the BullDo 5 P rP 

bly assures a bolt-tight contact, a 

speed ‘‘break”’. This combination guaran Ca BULLDOG ELECTRIC PRODUCTS DIVISION 
I-T-E CIRCUIT BREAKER COMPANY 


enced positive and safe operation, long 
BOX 177 ¢ DETROIT 32, MICHIGAN 


switch life 





n Canada IC 3yson ? Exe rt Div 4 N A . C N_Y 











IS WIRE PULLING... 
SLOWING UP 
YOUR JOB...? 





ALBANY RBR 


WIRE PULLING COMPOUND 


pulls covered wires and non-metallic cables. . . 


FASTER and EASIER! 


@ Excellent for non-metallic cable 
. non-evaporating. 

@ Will not affect coatings. 

@ Needs no mixing . . . will not 

separate or harden. 


@ Light, clean to use, easily washed 


off with water. 


Order through your Electrical Supply House 


PN oy .V me ele) Gee), ina 


Products Division 
LINDEN, N. J. 


Electrical 
5 N. STILES STREET * 


Now! M&W Electric 
100-150-200 Ampere 
Service Entrance Fittings 


Meet the ever-growing demand for larger service 
entrance requirements — use entrance cable with 
M&W ENTRANCE FITTINGS. 


Entrance Heads, Straps, Watertight Connectors, Non- 


These include: 


watertight Connectors and Sill Plates. Available are 


t 


a complete line of fittings for cable sizes 3 No. 3 to 


3 No. 4/0 using 1”, 14”, 14” or 2” hubs. 


Send tor New No. 59 illustrated Price Sheet 


with complete details. 


Actunhdiliings 


The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE,. OHIO 


| DISTR-AGENT APPOINTMENTS 





| Advance Transformer Co., Chicago, 
Ill. has announced the appointment of 
| Jerry Gatz as representative in Ohio, 
West Virginia, and Pittsburgh, Pa. 
| Reese Gwillim has been appointed 
representative in Northern California. 


Murray Mfg. Co., Brooklyn, N.Y. has 
named Russell L. Stewart as district 
sales representative for Kansas, Ne- 
braska, and western Missouri. The dis- 
trict sales office will be located in 
Kansas City, Mo. 


| The Edwin F. Guth Co., St. Louis, 
| Mo. has appointed Thomas J. Evans 
as lighting representative for Michi- 
gan. He formerly represented both a 
| fixture manufacturer and an electrical 
| distributor. 


| Kirlin Co., Detroit, Mich. has ap- 
| pointed Robert E. Jones as sales rep- 
resentative for the firm’s Seattle ter- 
ritory. Douglas Bolton has’ been 
named representative for the Salt Lake 
| City territory. 





| Joy Mfg. Co., St. Louis, Mo. has ap- 
pointed the following sales engineers: 
Raymond Kroner has been assigned 
| to the Chicago territory. Robert Favez 
has been assigned to the St. Louis ter- 
| ritory, and Thomas Hansen will serve 
the Los Angeles and southern Califor- 
| nia territory. 


| Lightolier Inc., Jersey City, N.J. has 
appointed Ned Norworth as sales rep- 
resentative for central Tennessee, 
Arkansas, northern Mississippi, and 
part of Alabama. 


Day-Brite Lighting, Inc., St. Louis, 
Mo. has named George N. Malo- 
omian as sales representative in the 
Washington, D.C.—Baltimore area. 
Bart M. Jordano has been appointed 
as the company’s representative in the 
Minneapolis-St. Paul, Minn. area. He 
was formerly representative in the 
Washington, D.C. area. 


Emerson Electric Mfg. Co., St. Louis, 
Mo. has announced the establishment 
of a new southwestern merchandise 
sales region. Jack Rogers has been ap- 
pointed regional sales manager for 
the new area, and Bill Richard has 
been named lighting specialist for the 
new region. 


Trade Service Publications, Inc., Chi- 
cago, Ill., publishers of wholesale elec- 
trical price book services, has appoint- 
ed Henry Czech as representative in 
Florida, exclusive of Jacksonville and 
the Panhandle. 
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New low voltage motor control 
line adds more sales appeal to 
Allis-Chalmers franchise 


There’s powerful sales inducement in this new Size 0 
to 4 line, designed to stimulate buyer interest and 
distributor profits. 
Your customers profit from exceptional performance 
characteristics proved in millions of “life test” opera- 
tions; versatility to make desired modifications on the 
job quickly and inexpensively. 
You profit from the pulling power of a full line of 
standard control for industrial and commercial appli- 
cations. The complete low voltage line includes equip- 
ment through Size 9. And that’s only part of the 
picture. The wide range of profit-making industrial 
control includes high voltage equipment, de control, 
special devices and control systems. 

Fast delivery from field and factory stocks keeps 
your inventory requirements low 

Profitable opportunities are still open, For informa- 
tion call your nearby A-C district office, or write Allis- 
Chalmers, Distributor Sales Section, Milwaukee 1, Wis 


OTHER A-C SELLING SUPPORTS: 

@ National advertising and sales promotion with impact 
for distributors 

® Selective appointment policy 

@ Liberal exchange policy on stock products 

@ Direct aid in specialized sales 
cations 

@ Sales producing product m¢ gs il e field and 
it the factory for your salesmen 


nd engineering appli 


® Continuous research and development to provide new 
products that stay ahead 

e Diversified line of electrical equipment from one 
supplier — motors, transformers gula unit sub 
stations, switchgear and circuit 


ALLIS-CHALMERS 





A FABULOUS BUY! 


2 tor J 


BALL PEN 
OFFER 


4 ae), | ae 
GET ONE 


BUY 144 at $29.95... 
Get 144 Pens FREE! 


REFILLS: $9.60 gro 
PLUS 1 qvoss FREE 
(minimum 1} gross) 


SEND FOR 
FREE SAMPLE 


FREE 32-page illustrated catalog with hundreds 
gifts and advertising specialtie 


R. FRANK Advertising Specialties 
253 Center St. No., Williston Park, N.Y. 











Two New Minerallac Guality Products 
Designed for Jobs Too Heavy for 
Standard Jiffy Clips 


MINERALLAC 
Heavy Duty no Medium 


ASSOCIATION NEWS 





NEW YORK—Revisions of the three 
basic American Standards for metal 
conduit and tubing for electrical race- 
way systems have been approved and 
published by the American Standards 
Association. The three standards cove! 
zinc-coated rigid steel conduit, 
enameled rigid steel conduit, and zinc- 


coated electrical metallic tubing 


NEW YORK An analysis of the 
changes of the National Electrical 
Code, comparing the 1956 and 1959 
editions of the code, has been pre- 
pared by Howard Michener of the 
National Electrical Manufacturers 
Association. Copies of the analysis 
are available from NEMA at $.50 


each 


KANSAS CITY Kansas City’s first 
annual Electric Living Exposition, 
held recently, 
Electric Association of Kansas City, 
proved a success, and exhibitors were 


and sponsored by the 


pleased with results to the extent that 
they have indicated that the show 
should be repeated in 1960, a show 


spokesman reports 


NEW YORK Appointments of 
chairmen to certain committees of 
the National Association of Electrical 
Distributors has been announced. The 
new chairmen are: Malcolm Rosen, 
Grand Light & Supply Co., New 
Haven, Conn., appointed chairman of 
the Industrial, Commercial and Out- 
door Lighting Committee; and John 
P. Wells, L. A. Woolley, Inc., Buffalo, 
N. Y., appointed chairman of the 
Eleciric Heating Committee 


MANUFACTURERS’ EXPANSIONS 











JIFFY CLIPS 


Also 
available 
without 
mounting 
hole for 

use with gun. 





THIS INVERTED RIB 
DOES THE JOB 


Made of heavier materials! Has exclusive 
inverted rib, that provides more strength at 
the bend of clip and, of course, adds 
the benefits of famous “Snap On” feature! 


In stock in Zinc-Plated 
or Rigid Conduit up to € Hot Dipg 
vanized may be obtained on order) Can be 
substituted for malleable clir 


Order From Your Electrical Wholesaler 
SEND FOR LITERATURE 
MINERALLAC ELECTRIC COMPANY 
25 North Peoria St. Chicago 7, Ill 


MINERALLAC 


Los Angeles, Calif.— Lighting Dy- 
namics, a subsidiary of the John C. 
Virden Co., Cleveland, Ohio, has an- 
nounced construction of its new plant 
in the City of Industry near Los An- 
geles. The project will be located on 
an 11% acre site, with the plant itself 
covering 100,000-sq ft 


Indianapolis, Ind. A $60,000,000, 
five-point major expansion project at 
the Youngstown Sheet and Tube Co 
plant in East Chicago, Ind., has been 
announced. The projects are: Installa- 
tion of a 52-in, six-stand tandem, cold 
reducing mill to roll steel for tinplate 
at 7,259-ft per-minute; installation of 
the company’s first continuous gal 
vanizing line to put it into the galvan- 
ized sheet market; construction of a 
new 87-oven coke battery; a 300-ft 
extension of the firm’s ore dock on 
Lake Michigan; and additional equip- 
ment for finishing seamless tubing. 





o| 


NOPP 


VOLTAGE TESTERS: 


NOPP 


PHASE SEQUENCE 
INDICATORS* 


KNOPP INc. 


1307 66th St., Oakland 8, Calif. 


* Profitable to Stock and Sell 








PRECISION 
Engineered 
Fittings 











M. STEPHENS 


Mfg. Inc. Los Angeles 11 
814 E. 29th St. ADams 1-9147 
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NEW LITERATURE 





National Electrical Week—Planning 
Guide for National Electrical Week 
is available from National Electrical 
Week Headquarters, Suite 306, 407 
North Eighth St., St. Louis 1, Mo. 20 


page guide contains complete infor 


mation on participation in NEW 
Price $1.00 each 
Holiday Lighting—Indoor and out 


door holiday lighting equipment is de 


scribed in Forms 1040-59 and 1096 
available from Steber Mfg Co 
Broadview, Ill 

Insulating Varnishes—Catalog on the 


selection and application of electrical 
insulating varnishes with complete de 
tails on all electrical and mechanical 
properties as well 
perature limitations, is available from 
Dept. S9-433, Minnesota Mining and 
Manufacturing Co., Irvington Div., 
900 Bush Ave., St. Paul 6, Minn 


as Operating tem 


Lighting Fixtures—New 1960, four 
color, 52-page catalog showing new 
line of surface mounted residential 
lighting fixtures is available from Em 
erson Electric Mfg. Co., 8100 Floris 
sant Ave., St. Louis 36, Mo 

Control Centers—Bulletin PL-6200, 
16 pages, contains illustrated informa- 
tion On ac motor control centers and 
includes “plan-it-yourself” forms and 
instructions. Booklet 
specifications, space requirement ta- 
bles for control components, and de- 
scriptions of equipment designed for 


also includes 


use in control centers. Bulletin is 
available from Advertising Dept., 
Clark Controller Co., 1146 E. 152nd 
St., Cleveland 10, Ohio 

Cartridge Fuses Bulletin 1330, 


twelve page catalog describing a com- 
plete line of dual-element 
fuses has been published by the Fed- 
eral Pacific Electric Co., Newark, 
N. J. First section covers fuses in gen- 
eral, design, construction, and opera- 
tion. Second section of bulletin gives 
detailed information on 250 and 600-v 
their operation and applica- 


cartridge 


fuses, 
tions. 
Pullout Switch—Product data bulle- 
tin No. 139 describing three-phase 
pullout switch has been issued by the 
General Switch Co., Brooklyn, N.Y. 
New 


Electrical Items 80-page cata- 


log illustrating over 1,500 electrical 
wiring devices, lamps and specialty 


products has been issued by Eagle 
Electric Mfg. Co., Inc., Long Island 
City, N.Y. 
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15” arm is 
finest chrome 
plated flexible 


tubing 

Handsome jet black “R” Reflect 
saving illumination. Molded of tough 
interior is Permanent White « 

60 watt lamps are fully er ed 


cellent for sma mact 
hobbyists. Write for 


colors available 








FOSTORIA 


with 


Reflector... 


STAYS COOL! 


f tyied f eye 
l 1 y reflective 
‘ ‘ 42 4 and 
ect t ] t gy ex 
t t tfice nd 
Y f base and 


@ Model 29-R-900 * $4.20 each in std. pkg. of 4 


ORIA. OHIO 


& FOSTORIA CORPORATION 
FOST 





POWERCRAFT 


PRIMARY 


BUS SUPPORTS 





STOCKS 
FOR IMMEDIATE 
SHIPMENT 


* Contractors, Industrials, and 
Utilities rely on the accuracy 
of these Bus Supports to meel 
exacting service conditions. 
Available for Indoor and Out- 
door Service — flat or pipe 
mounting. Conform to NEMA 
standards. POWERCRAFT in- 
viles your inquiries on any 
special Bus Suppor! require- 
ment. Other POWERCRAFT 
Products . . . Indoor and Oul- 
door Disconnecting Switches, 
Bus Clamps, Power Connec- 
lors, Pipe Frame Fittings for 
114" |. P. S. Pipe, and Clamp 
Insulator Supports. 


SEND FOR NEW CATALOG 


POWERCRAFT CORPORATION 


2215 De Kalb St. 
Since 1932 


Phone Prospect 6-4532 


ST. LOUIS 4, MO 


111 





WRITE FOR 
CATALOG 


KRUEGER & HUDEPOHL, INC. 


1045 EVANS ST., CINCINNATI 4, OHIO 


IN STOCK 
Y% ad to 6” 


sizese 3 ft. lengths 


Raw black 


1455 SPRING GARDEN AVE. PITTSBURGH 12, PA. 


|} Sas Clty, 


SALES AIDS 





Duray Fluorescent Mfg. Co., Chicago 
18, Ill. has available to distributors a 
16- x 10-in fluorescent midget display 
featuring a 4, 6, and 8-w strip for use 


as a sales aid 


Westinghouse Electric Corp., Bloom- 
field, N.J. has available a floorstand 
merchandiser with its new “Profit- 
Pack” assortment of new shape eye 
saving white light bulbs. Known as 
the K-9-19 assortment, it contains 30 
two-lamp packages of each of three 


sizes of the bulbs—60, 75, and 100-w. 


INDUSTRY-WIDE PROGRAMS 





Stage Is Set For 1960’s 
National Electrical Week 


NEW YORK—“Electricity Sparks 
The *60s,” will be the theme for Na 
tional Electrical Week, February 
13, according to a N. E. W. commit 
announcement. 

It will emphasize the 
economic and industrial advances 
predicted for the next Ihe 
theme will also spotlight the products 
progress expected within the elec- 
trical industry during the next 
10 years and beyond. 

Ine Canadian Electrical 
Montreal, Quebec, and the 
Appliance Service Association, 
Mo. have joined the 
of sponsors of N.E.W. 1960. 


tee 
tremendous 


decade. 


and 


itself 


Council, 
National 
Kan- 
ranks 





NOTICE 


THE 
— 
ri 


LEGAL 


we age oc ie I 
AS AMENDED BY 
oe othe 2 


ACT OF AUGUST 
ACES Os ogy H 


Lior SHOWING THE 
OW. VERSHIP ‘MAN AG /EMEN me ND 
KCU LATION oF 


i 
LECTRICAL WHOLESALIN G 
1eiph a, for t ca 


nas 
‘Paragraphs'2 an clu 
” rity holder appears 


hat of a bona fide owner 
MeCRAW-HILL PUBLISHING COMPANY, INC 
By J J. Cooke, Sect 

and his 10%} 


JANET A. HARTWICK 


THEY STAY ON 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 





Contractors everywhere 
switching to VICTOR 

on y dem 
these 

Clar [ 


TOR products are 
packed, clearly 
i trac tively labelled 
or stock items 
ed within 24 hours 


(Victor SPECIALTIES 


SS SY 775 MAIN ST., NEW ROCHELLE, N.Y 


\ The Grontest Single Source for Clamps and Straps 











Stringer Safety Equipment 


Our 15th year serving 
The Electrical Industry 


Sold through the Electrical Wholesaler— 
Attractive discounts — The finest and 
safest buy. Write for new 
catalogue No. 15. 


UTILITIES SAFETY 
SUPPLY CO.., Inc. 


Lee’s Summit, Missouri 


you Can 
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NEW PRODUCTS YOU CAN USE 





Label Maker 


Sohn Mfg. Inc. P 
Plymouth, Wis. 
Unit said to be world’s smallest flexo- 
graphic printing press. Prints and die 
cuts on pressure sensitive label paper 
or score cuts on gum, heat seal or 
plain paper. Portable size—9 x 9 x 9- 
ins, without guard Weighs 40 
Ibs. Prints 6,000 per hour. 
Colors and printing plates changes in 
seconds, maker says. 3-in x 4-in maxi- 
mum label or 4-in x 5-in size available 
at optional extra cost. 


0. Box 87 


case. 


labels 


Six Ft. Folding Rule 


Durall Tool Corp., 923 Old Nep- 
perhan Ave. Yonkers, N.Y. 
Six-ft wood folding rule 
company’s name and advertising mes- 
sage imprinted. 
tical promotion pieces and as gifts to 
customers. Made of hard maple with 
plated joints. 


has your 


Can be used as prac- 





N.Y. Electrical League 
Appoints Exec Director 

NEW YORK—tThe appointment of 
Donald E. Rosenthal as executive di- 
rector of The Electrical of 
New York, Inc., has been announced. 


I eague 


LITE GUARD and 
Quick, Easy 
Untouched 


GETS - A 
GUIDE Offers 
Profits in New, 
Market 


GUARD 
as illus- 


Simply slip GETS-A-LITE 
AND GUIDE over the fixture, 
trated 


Made of indestructible 
wire. Nothing to break, 
order or replace. Will last indefinitely. 
Once installed, GETS-A-LITE GUARD 
AND GUIDE is NEVER removed. 


or lock, 


spring steel 
get out of 


Nothing to unlock, fuss with 
when changing lamps. 
GETS-A-LITE GUARD 
actually steers lamp into 
abling maintenance man _ to 
lamp in 10 seconds! 


Available for 40 watt 
fluorescent lamps. 


AND GUIDE 
socket, en- 

change 
100 


and watt 


GETS-A-LITE Company, Dept. EW-129 
3865 N. Milwaukee Ave., Chicago 41, Ili. 


CLASSIFIED 


AGENTS WANTED 


DISPLAYED 
The rate for Employment is 
ad sing appearing on 
t tract rates q S 





An advertising inch is 


P. O. Box 12, New York 36 





LINES WANTED 


—— — RATES ———. 
es for $1.50 per 


-ositi 





ADVERTISING 


SELLING OPPORTUNITIES 


POSITIONS WANTED 
BUSINESS OPPORTUNITIES 


lin 


numbers 


unt of 


for January issue 


UNDISPLAYED 


¢ minimum 
vance payment count 


n Wanted ads 


0 


Send NEW "ADS or Inquiries to Classified Adv. of ELECTRICAL WHOLESALING 
’ Y closing December 1 


lines. T fig 
average words 3 





Ith 








POSITION VACANT 


Manager wanted by growing South Carolina 
Electrical Wholesaler, must be high caliber 
capable, steady, opportunity for ; t owner 
ot essential. P-3041, Electrical W} saling 


SELLING OPPORTUNITY OFFERED 


Representatives in all “states to tg eee manu- 





tacturer of new line of I rescent lamps th 
special long light feature hegre ack 
ground with electronic wholesaler. Write: Sucla 
Laboratories, 1197 McCarter Hizhwa Depart 
ment Newark, New Jersey 

POSITION WANTED 

Sixteen years experience in electrical utility, con 

racting, and presently branch manage 
wholesale distributor. Middle fortie W ould 
sider a | tion wit A manutacture 
agency Missouri-Kansa territory PW 
Electrical Wholesalir 


SELLING OPPORTUNITY WANTED 


Mfgr’s ag covering Connecticut seeks quality 
ines f¢ ectrical Wholesale RA-2s6' Ele« 


cal Whol lesaling 


——— a wt ies ayaa sales rep- 


it 1 KK 


resenté desire ine 
through Wh lesales in the New Yor an Je 
sey and onnecticut Emphas placer 
missionary } “as ales builde AY I 
039, Elec Wholesalin 


Established agent wants one more 
ine in upstate } 


RA-2¢ , Electrica 


New ork 


Wholesaling 


Manufacturer's aqent covering New meneey Be 
res additional iit r ele \ 


RA-1s Electrica 


Wh esaling 





Lighting Engineer 


SALES MANAGER 
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supply type 








Electrical Lines Wanted 
Manufactur Rep ing office Ja 
lines f San Diego I Ss. Ca 
and Arizona. Also . Mex 
Has b f shir " lowing 
A ’ ele 4 A WhO esa r 
g y @ past te 
ar nag r ‘ rgest electrica 
a < I and ract for pre 
liminary RA- "3036 ELECTRICAL WHOLE. 
SALING, "68. "POST ST.. SAN FRANCISCO 4, 
CALIF. 


MANUFACTURER’S REPRESENTATIVES 


Manufacturer 


competitive 


scent 
tor 
tributor 


ly pr 


fixtur ho 


acceptance 


key trading area 


Pittsburgh 
Buffalo 


Philade 


Elmira 


Binghamton, -New 


Please 


ground 


520 N. Michigan Ave., 


forward 


WANTED 
nationally advertised quality line of 
ed commercial and industrial floure 
ving architect-engineer-utility-contrac 
old throvah wholesale electrical d 
eeks agency representation in the following 
phic ohnstown, Er Pennsylvania 
Rochester Syracuse t Albony 
York 
resume including ed nol ack 
hondled, and territory covered 


line now 





RW 3163 Electric Wholesaling 


Chic 


ago 11, Ill 























TWO GOODWILL WINNERS 
BLUE PRINT MEASURIR IAN'S KNIFE 
imprinted with your advertising 

more $!.50 e Write fo 
GERSON co. 
49 DEERING ROAD 
MATTAPAN, MASS 
1463 


MANUFACTURERS! 


claleg 


CUnninghom6é 





You will receive better results from your 


‘Representative Wanted" advertising if 
you will state in your copy what territory 


or territories are available 


MANUFACTURER REPRESEN ARNE WANTED | 


We mfg 
tion of r 
in addit 


wall cl 


the fi 
ecesseca 
ion, hi 


cks 


est des 3 largest? sete 
locks ir | sizes ind finishes 
yhly-dec itive executive styled 


R. & H. Guarantee Products 


5440 W 


Cermak Rd., Cice 


ro 50, Ill 








WHOLESALE ELECTRICAL 


SUPPL 


Y SALESMAN 


AND COUNTER MAN 


R & R ELECTRIC, 


P.O. Box 


2890, W 
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SALESMAN WANTED 
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Count On 
ARROLET 
|= Te> qt - 

ie) Do A 
Better Job 
-All Around 


The House! 


When. you have to consider 
quality, time and costs . 
your most profitable choice 
is Arrolet, for 
SWITCH BOXES 
OUTLET BOXES 
BOX COVERS 
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=A SLIPKNOT SPLICE 
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the tape of the experienced electrician 


Every splice you make must be final, permanent and safe. 
SLIPKNOT PLasTic TAPE’ is engineered for dependable 
adhesive quality and proper stretch to insure a neat, tight 
wrap that molds to any irregular shape and stays down. 


And Slipknot’s patented, exclusive cutter, packed free 
with every 66-foot roll, solves the handling problem 
swiftly, handily, easily. No waste...no distortion... no 


effort. gos 
lay . ee a rarcown DD —T SOLD ONLY 
Next time, specify SLIPKNOT PLASTIC [ A 


menace Wane te eins Mais . RECOGNIZED 
ELECTRICAL TAPE from your distributor. ‘ oistRBuTORS f 


ny 5 


PLYMOUTH RUBBER COMPANY, INC. 


QUALITY SINCE 1896 CANTON, MASSACHUSETTS 


... Offer you new Profits in selling fuses 
for loads from 600 to 6000 amperes 


Today’s circuits require a type of protection not 
dreamed of a few years ago. Increased power demands 
and rapid growth in network capacity means that the 
device protecting entrance mains may be subjected to 
a fault current as great as 200,000 amperes. 


Hence, to protect the electrical system against damage 
from shorts, a device must 


Have sufficient interrupting capacity to handle any avail- 
able current. 


Open fast enough to limit current to safe values. 
Clear circuit fast enough to hold down the magnetic 


forces to values harmless to a properly designed bus 
structure. 


Be depended upon to clear the circuit whenever fault 
conditions demand it. 


BUSS Hi-Cap Fuses were designed to meet these 
conditions. Exhaustive laboratory and field tests have 
shown them able to handle promptly and safely any 


current. normally available today on _ voltages up 


to 600. 
How to turn BUSS Hi-Cap fuses into sales 


Whenever you find one of your customers or 
prospects is interested in increasing his electrical load 
or in modernizing his circuits or in putting in a new 
installation, you have a sales lead for BUSS Hi-Cap 


fuses. 


Since proper installation of these large amperage 
fuses may require engineering data, remember the 
BUSS Fuseman in your territory. 


He is in a position to help you show your prospect 
all available fuses and various types of terminals and 
such information. 


and there is a “plus” profit in BUSS Hi-Cap fuses 


tor you and your house. 


Bussmann Mfg. Division, McGraw-Edison Co., St. Louis, Mo. 





Electrical Protection Goes 


MODERN with BUSS FUSES 








